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Introduction 


Corporate Identity 


Visual communication design has evolved primarily within this century. 
The changes at the beginning of the century radically altered the social, 
political and economic character of the world. Technological and scientific 


advances transformed commerce, industry, and, many other fields. 


The role of graphic design has been affected as well; its purpose and 
structure have been shifting continually as a reflection of society's trans- 
formations. It is not surprising that the development of corporate identity 
and visual systems has speeded up in conjunction with economic and 


technological changes. 


Corporate identity’s main purpose is to unify all the communications of a 
given organization into a consistent design system to establish a cohe- 
sive image. Its practice has become more sophisticated and complex ac- 


cording to the needs of organizations and international markets. 


The Origins 


Corporate identity is not a modern idea. For centuries human beings have 
been “marking” belongings or creations with their own signs. Some ex- 
perts consider the beginning of corporate identity to predate any civiliza- 
tion, when tribal groups’ markings were some of the first visual manifesta- 
tions of organised social behaviour of mankind done as a means of show- 


ing to which tribe the wearer belonged. 


This practice was refined throughout the years and its applications broad- 


ened. Philip Meggs explains in his book A History of Graphic Design: 


To authorize and endorse documents, wealthy Greek citizens used 
signature seals which could be stamped into wax or clay. Exqui- 
site designs were engraved into the flat, oval bottom of a translu- 
cent precious stone called chalcedony... The refined forms, har- 
monious balance, and wholeness that we associate with Greek 
sculpture were achieved in these small devices used to impress a 


personal identification. (41) 


In the Middle Ages we find more examples of the practice in the work of 
the scribes. Early in the Incunabula, a printed ex libris was developed. 


This was a bookplate used to identify the owner. 
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The purpose of using graphic elements and 
marks has been concerned with identity and 
identification, with symbolising ideas and 
claims, with marking territories or commu- 
nication aims, and with differentiation and 
presence, recognition and profile. 
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The purpose of using graphic elements and marks has been concerned 
with identity and identification, with symbolising ideas and claims, with 
marking territories or communication aims, and with differentiation and 


presence, recognition and profile. 


With the growth of trade, manufacturing and finally, industrialization, the 
need for identity and identification increased. It was with industrialization 
that the necessity for corporate identity really developed. 

The first activities from design and marketing were directed towards cre- 
ating a particular image in the market, as well as in the minds of staff and 


customers. 


The arrival of the Industrial Revolution with mass manufacturing and mar- 
keting caused visual identification and trademarks to gain value and im- 
portance. But it was not until the 1950s that the visual identification sys- 
tems began by unifying all the communications of a given organization 
into a consistent design system to establish a cohesive image. Today, the 
modern practice of establishing a corporate identity is much more sophis- 


ticated and organized than in its beginnings. 


The number of products and services is increasing all the time, and cor- 
porations are getting bigger and more complex, and as a consequence, 
so are products, prices, target groups and distribution systems. 

The discussion about matters related to the identities of corporations is 
now focused on global changes, internationalisation of markets, costs, 


production and technologies. 


Before continuing, | will propose a definition for corporate identity since 
the term is becoming a well-worn phrase for which there are many differ- 
ent interpretations. For the purposes of this thesis | will borrow the defini- 
tion that FHK Henrion proposes for corporate identity, corporate design 


and corporate communications in Managing the Corporate Identity: 


Corporate design consists solely of the visual communications 
of an organization, from logotype and typographic style to sign 


systems and environmental design. 


Corporate identity or corporate image, on the other hand, as 
well as these visual manifestations, also encompasses the non- 
visual expressions: ways of behaviour in relation to social, busi- 


ness and political matters which can be shown in, for example, 


Corporate Identity Model. FHK Henrion 
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the behaviour of staff, the style of writing in publications or in the 


way suppliers are treated. 


Corporate strategy, corporate communications and corporate 


identity are interdependent. Each influences the other. (12) 
The Role of Corporate Identity 


There are many situations under which a new corporate identity may be 
implemented. A merger of corporations as well as new corporations com- 
ing into existence are just two examples. In addition to corporations, cor- 
porate identity can be applied to government departments, institutions, 
hospitals, towns and cities. 

Once the need for an identity change is recognized, what is expected 


from a corporate identity depends on the specific corporate situation. 
Its Importance. 


A corporate identity can distinguish one company from another by its visual 
presence, service, customer care, product features and presentation as 
well as marketing and corporate communications. 

Through an organized and appealing image, any institution, organization 
or company can be recognized and appreciated, not only for marketing 


purposes but as a means of expressing its personality. 
Corporate Identity Management. 


Corporate identity, used as part of strategic planning and management, is 
an invaluable tool that increases the potential for business success. 

Its objective is to balance the goals and interests of both staff and corpo- 
ration as an integrative and culturally-aware activity. As Peter Gorb states 


in Design as Corporate Strategy, design management is: 


The effective deployment by line managers of the design resources 
available to an organization in the pursuance of its corporate ob- 


jectives. (10) 


A comprehensive corporate identity strategy taking into account all as- 
pects and dimensions of a company is vital to achieving a desired posi- 


tioning in the market and acceptance by target groups. 
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The Selection of the Case Study 


For this case study, the Mennonite Central Committee - Employment Development agency (MCC-ED) was chosen 


for two main reasons: 
* First, MCC-ED identified its need for a change in its visual identity. 


* Second, the organization, that provides services to the under/unemployed, offered a possibility to explore corporate 


identity design for non-profit organizations. 


Unemployment is an increasing problem which many societies seem to be experiencing. When | first learned of MCC- 


ED’s activities, | tried to picture what it would be like to be in the place of the people who make use of its services. 


| imagined the exasperating and frustrating feeling of not being economically independent a situation which affects 
people not only psychologically but physiologically as well. 


Thinking about this problem was the most compelling reason for me to accept this project as part of my thesis research. 


In addition, the increasing need of non-profit organizations to implement businesslike strategies in order to remain in 


service was another interesting phenomenon which reinforced my preference for the topic. 


Coincidentally, at that time, (August 1997) a reduction occurred in Alberta programs and services due to insufficiency of 
funds. There was a high rate of unemployment, despite an increase in job opportunities in the private sector. 
At the time, the unemployment rate in Alberta was at 7.8% for a population of 2,828,189 inhabitants, and the family 


poverty rate was 14.5%, 


As a response to this problem, the Canadian Government and the private sector implemented new strategies to de- 
crease the high rate of unemployment. The private sector produced 87,000 jobs, offsetting the loss of 32,000 public 
sector jobs. Manufacturing, transportation, and business services provided most of the new jobs, though 35,000 were 


in self employment. 
In these circumstances, it was ironic that an organization which tried to help unemployed people had to struggle to stay 


“in business”. | consider the Mennonite Central Committee-Employment Development an interesting case study since 


it deals with a situation in which corporate identity can offer effective solutions. 
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Preface 


Studying in Canada has allowed me to experience the cultural differences of 


two societies: the Mexican and the Canadian. 


Among many other issues, | have found that the non-profit sector plays a very 
important role as part of the Canadian culture, as many groups have been 
founded to support causes such as environmental protection, animal protec- 


tion, and supporting people with various problems. 


In my experience, non-profit organizations are one of the least supported groups 
in Mexico, Although several groups exist, they do not have the same relevance 


for Mexican society as they have in Canada. 


The cultural change that | have experienced has made me aware of the 
relevance of supporting non-profit organizations. 

As a visual communication designer the possibility is in my hands to offer those 
groups my help in designing effective communication strategies that could help 


them fulfil their goals. 


It is specially the unemployment issues which are important to me because of 
their impact on the country’s economy. Therefore, the primary goal of this study 
is to propose a methodical model of approach to the design of an identity for an 
institution that provides training and re-training for immigrants and 


unemployed people. 
This thesis is meant to provide a conceptual base and a description of the 


process followed, with the purpose of explaining the underlying conditions of 


the design solution proposed and articulating the methodology followed. 
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Chapter 1 Strategic Planning 


First contact with MCC-ED 


The first contact with MCC-ED was through a meeting with one of its representatives who explained what the expecta- 


tions and purpose of the agency were. Employment Development is an agency of the Mennonite Central Committee 


Alberta. To facilitate the reading of this thesis, | will refer to it as “the agency’. 


The agency articulated expectations concerning how a corporate identity could solve its needs. However, this informa- 


tion changed after the first interviews and analysis. 


Problems 


After the success and fast growth of MCC-ED in its com- 
munity projects, the Committee perceived a need for a 
change in its visual identity to better express its purpose. 


Specific tasks in this project include: 


* To communicate to the Alberta Government its position 


as a non-profit organization providing social services. 


* lo revamp its products and presentation in order to 
satisfy its potential clientele according to the new 


market situation in Calgary. 


* To stimulate its clients with the idea that they can 


be successful. 


* To provide a unified presence to the Agency and 


its programs. 
* To define and market itself. MCC-ED wants to be 
perceived by the public and donors as a community 


asset worth investing in. 


* To support the permanence of the agency. 


Target Groups 


* People not able to obtain services from any other source. 
* People with low incomes and low educational levels. 
* People in need of training for their reintegration into the 


work place. 


Diagnostic 


From this initial understanding of MCC-ED’s situation, a 
partial diagnostic for its visual communicative needs are 


described as follows: 


1 The creation of a corporate identity which could be 
perceived by: 

* Government (binding to the notion of social services) 

* Donors 


* Potential clients 


2 The need to reflect the values of the agency, and 


satisfy clients’ needs. 


3 The staff working at the agency have to feel 
comfortable with and identify with the image 


proposed. 
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Strategic Planning 


The information gathered during the first meeting was not sufficient to develop a valid strategy, but it was helpful to 
understand the agency’s needs as seen by its own staff. 

At this point it was evident that there was a need to develop a strategy for the design process. Researching both the 
marketing and design literature, involved different planning processes. There was a certain overlap between both 


models at some stages, and in essence the purpose is similar, but different enough to warrant different processes. 
For the analysis of MCC-ED, | will make use of the strategic process proposed by FHK Henrion in Managing the 
Corporate Image since it is more related to the design field. However, in some stages | will make use of both the 


marketing and the design approach to complement the information gathered. 


The following are the stages planned for the design of the Mennonite Central Committee-Employment Development's 


Corporate Identity. 


A) Phase One: Analysis 


The object of the analysis is to obtain relevant information 
on which to base the design solution. The information to 
ve collected includes the history of the corporation, its cor- 
porate philosophy, its position in relation to competitors, 


services, and attitude of personnel. 


This stage will provide valuable information for the devel- 
opment and implementation of the corporate identity. 

An evaluation of the strengths and weaknesses of the 
agency will be important to concentrate on those aspects 


that require immediate action. 


B) Phase Two: Briefing 


The brief contains the objectives and criteria of the project 
and a definition of the work to be done. The objectives 
must be listed in order of priority since they define what 


should be achieved by the new corporate identity program. 


The institution’s philosophy set the parameters that will 
be the basis for the design concept. They may include 
desired attributes such as progressiveness, retention of 
tradition, dynamism, social consciousness and readiness 


for innovation. 


There are two categories of criteria: client-specific, which 
apply only to the corporate communications program of 
the particular institution, and general criteria, which apply 
to all corporate communication programs, (i.e. that the 
corporate identity system must be open-ended, flexible 


and economic). 


The objectives, parameters and criteria of the new corpo- 


rate identity should also be developed at this stage. 


D) Phase Three: Concept Development 


The symbols and design elements are created within the 


matrix of the brief during the concept stage. 


If the conditions have changed since the original briefing, 


the original concept must be revised. 


Once approved, the final proposals should include rec- 
ommendations on the sequence and rate of their applica- 


tion and management. 
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E) Phase Four: Development of the Visual 


Identity System 


In this stage, all possible aspects of corporate design and 
communications are anticipated to fit into the overall sys- 
tem. A design coordination program will reduce the 
chances of error and repetition. It will also present a plan 


for economic methods of production. 


F) Phase Five: Guidelines 


The production of a Corporate Identity Manual establish- 
ing guidelines to foresee any possible issues concerning 
the application and implementation of the graphics will be 


done in detail. 


The implementation of marketing tools in combination with 
the graphics is also developed at this stage. 


This completes the scope of this thesis. 


The actual implementation of the corporate identity sys- 
tem will not be a fundamental part of this project. 
It is a lengthy task, and it is subject to the agency's fund- 


ing and internal politics. 
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Chapter2 Analysis 


Information Gathering 


Literature in design and marketing emphasizes the analysis stage as one of the most important in the whole process, 


14 


since it identifies the most relevant information to be used during the development of the design / campaign concept. 


The object of the analysis is to become aware of the institution's existing situation and all the factors which will influence 


the design solution. This information will form the basis of an accurate design brief. 


In marketing, a situation analysis involves an internal assessment of the factors relevant to the development and 


execution of marketing strategies and an external assessment of the market or industry as well as the overall environ- 


ment in which the firm competes. 


In the book Managing the Corporate Image, the points 
that an accurate design analysis must include are de- 


scribed as follows (16-18): 


Design Analysis 

* The historic development of the corporation which is 
essential for the identity concept. 

+ The corporate philosophy which describes the organi 


zation’s sociopolitical and environmental attitudes. 


The organization and legal structure which provide 
important information for the working procedures and 
implementation of the identity concept. 

* The market position in relation to competitors, which 
provides material for the preparation of an adequate 
marketing image and for the definition of the identity 


in relation to competitors. 


The marketing organization and strategies which must 
be known in order to consider them adequately when 


developing the corporate identity concept. 


The attitude of personnel concerned which is important 
for the acceptance of the new corporate identity and its 
implementation. Their interests and problems must be 


understood. 


The attitude of customers and the public. The corporate 


identity should, through various media, positively influ 
ence the attitude of customers and the public to the 


corporation. The knowledge of existing attitudes is an 


important requisite. 


It is also important to develop a survey of all obtainable 
visual manifestations of the corporation to evaluate its 
present situation. 

Survey 

This evaluation should address the following specific 
points: 


* Does the style project an appropriate image? 


* Does the image communicate the nature of 


the business? 


«Is it possible to distinguish the organization’s 


image from that of its competitors? 


* Have the target markets been defined? 


* Does the organization have corporate 


communications objectives? 


* Do the graphic materials seem to come from 


the same source? 


* How do the items relate to each other? 


« Are the existing elements used consistently? 


There are various ways in which information for the analysis can be obtained, such as: interviews with relevant person- 


nel, visits by consultants, questionnaires, documentation supplied by the client and research by specialists. It is also 


important that staff are brought into the process because they can provide relevant information in critical areas and if 
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they feel themselves to have been taken into account during the decision making process, they will be much more 
enthusiastic in applying the results. According to these criteria, the first task was to gather all possible information 
regarding MCC-ED and its clients. Personal interviews were conducted with several members of the staff, and a ques- 


tionnaire was designed to gather relevant information from the clients. These are the results: 
* Historic Development of the Organization 
The Mennonite Central Committee 


The Mennonite Central Committee is actively involved in social development projects at the local community level as 
well as at national and international levels. The Mennonite Central Committee Alberta is one of five provincial bodies 
that make up the Mennonite Central Committee Canada constituency, and since its founding in 1967, MCC Alberta has 


established a number of successful programs in the province. 
History of the Employment Development Agency 


In 1986, the Mennonite Central Committee Alberta established a provincial program called Employment Concerns, now 
Employment Development (MCC-ED), in an effort to help the unemployed. The program started with the Edmonton 


Recycling Society and, once functioning, it was turned over to the community. 


Employment Development (MCC-ED) began in Calgary in 1991. At that point the agency's goals were to find out what 
unique program MCC could offer as an alternative for unemployed people. 

The opportunities that existed in Calgary on the demand side of the economy were relatively good, with an optimistic 
feeling about trades, including plumbing, machining and welding; the skilled trades used in big construction projects. 
Trades were seen as a good area not only because of the demand but also because the employees could earn a good 


living and could move up in their jobs. 


The results showed that part of the problem was that the immigrant community could not find work because the people 
did not have any Canadian working experience and had no connection with employers. At this point the first project 


called “Automotive and Metal Workers Training Project” was put together with funds from the Government. 


The goal was to enable immigrants to get into the Canadian labour market with full time jobs that would allow them to 
move ahead. At the end of the program the objectives had been achieved: there was an 80% success rate among their 


graduates, whose earning average in 1993 was $ 9.50 per hour. 


Once MCC-ED had its first program running, another problem became clear: Canadians who could not get into the 
trades and who were not able to find jobs. To address this problem MCC-ED's staff implemented a micro business 
program called Self-employment support project, which is now the Startup program. Its goal was to help people im- 


prove their financial independence and to help them make a contribution to society. 
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The Startup program was different from other programs because it did not find sufficient funders right away. The funders a8 
gave only a percentage of the money required, so the Agency had to find the rest from other sources. For this reason, 


Startup has 14 different funders, but now it is self-sufficient and operating as the Startup Centre. 


The Youth Trades program, created in 1995, is a program designed to help young people make the transition from high 
school into the job market. Itis intended for people who cannot continue their studies at a University level and who have 


to work in casual employment. This program uses the trades to help participants enter into the job market. 


The Skills Enhancement Training program is designed for immigrants and aboriginal people. It is funded completely by 


the Federal Government, and provides entry programs in the trades with language training for English in the workplace. 
¢ Corporate Philosophy of the Organization 
Mission Statement 


MCC-ED defines itself as “a highly dynamic and innovative organization committed to partnering with the under- 


employed (and unemployed) to develop their productivity.” 
¢ Organization and Legal Structure 


Structure and Internal Operation of MCC-ED 


MCC-ED 
Board 


Employment 
Development 
Program Board 


MCCA-ED Core Services 


Director 
Bookkeeper 
Financial Management 
Volunteer Coordinator / Executive Assistant 
Receptionist / Special Projects 
Systems Development 


Employer Advisory 
Committee 


Community Action 


Committee (Advisory) 


SEI YOUTH PROJECTS 
Machinist Program Trades Connections 
2 Staff 2 Staff 


STARTUP 
4 Staff 


Business teen STARTUP 
Training Centre Fig. 2.1 MCC-ED Internal Structure * provided by the agency 


Corporate Identity for Non-profit Organizations / Chapter Two 


: tee ae ems ARNON: Nieman tition Gat 
Sm ee? eens eis baie es) 
SRD ars 1 A YP Se 
Z ; " 
wheres <= eam se cle i AOA 

Satrh< ims ORAM Pee yetie> bene 
ects ea > marae av: et th teen ¢ 
a | ~ oN 
ian mime Ir acme apena tps =o 
ee Cemagy 6 ee 


MCC-ED calls the various groupings within the office “programs”: some of these working groups have the following 
responsibilities: 
A) Management Team: Works on issues impacting programs and administration. 
B) Core Services Team: Looks at issues impacting administration. 
C) Program Planning Team: Looks at ideas for new projects and program proposals. 
D) Startup: Coordinates all the programs under its area. Searches for funders and loans. 
Assists micro-business. 
E) Skills Enhancement Program: Coordinates its programs. Searches for connections with companies. 


F) Youth Trades Program: Coordinates programs and promotes them through various channels. 


The Coordinators of the programs meet every two weeks to discuss common issues and share information. 
At these meetings they work jointly on issues of staff development and social events and look at questions concerning 


marketing from an agency perspective. 
Location 


Greater Forest Lawn (GFL), the area with the highest concentration of immigrants is where MCC-ED works with the 
community. In it, 25% of the population does not participate in the workforce, and this percentage is roughly equal to the 
proportion of low income families in the area (about 30%). Education and lifestyle barriers continue to prevent employ- 


ment for a significant portion of the GFL population. 


Other areas of the city which benefit are North East in general (Penbrooke, Marlborough Park, Falconridge, Castleridge), 
the Central district (Victoria park), the South East communities of Dover and part of Ogden and the Bowness commu- 
nity in the North West. 


Resources 


The present location of MCC-ED is a storefront situated in a mall in the GFL area. The total space is comfortable and 
large, allowing privacy between one department and another, and additional space for staff and clients. The facilities 


found at the storefront are: 


12 offices 

3 classrooms 

4 computers with Internet service and software 
a library 

a coffee bar 

Meeting rooms 

Washrooms 

a lounge for staff 


a reception area 
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Fig. 2.2 MCC-ED's storefront Fig. 2.4 Library 


$4 
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Fig. 2.3 Reception Fig. 2.5 Micro-store 


Relationship with the Community 


MCC-ED believes that community development can be best promoted through fostering partnerships with other organi- 
zations. In this way both can take advantage of each other's strengths and client base. Some of the organizations which 


partner with MCC-ED are: 


+ Penbrooke Meadows Community Association 
* University of Calgary, Faculty of Management 
+ First Calgary Savings & Credit Union 

* Self Employment Coalition 

* Bow Chinook Barter Community 

+ Southern Alberta Institute of Technology 


+» International Avenue Business Revitalisation Zone 
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Relationship with the Funders ee 


MCC-ED is aware of the benefits that it brings to the community, which is why its staff want to be sure of their perma- 
nence in the non-profit sector. The people working at MCC-ED consider themselves as entrepreneurs because they 


have to strive for their permanence as an agency. 


The agency has fund-raising strategies. Without them, it cannot stand alone. This creates uncertainty concerning its 


permanence in the marketplace, and this is why it is positioned very carefully. 
There is a constant search for donors to support the MCC-ED programs, some of whom are: 


MCCA Skyline 

MCC Canada 

HRD Federal 

HRD - SCP 

AEC&D Alberta 

City of Calgary - FCSS 
United Way 

JW McConnell Foundation 
Calgary Foundation 
C-Cala 

Corporate Support 
Alberta Women’s Enterprise 


Nickle Family Foundation 
Relationship with MCC Alberta 


The 1990s have been a highly competitive era in the non-profit sector. At the time when MCC-ED was created, many 


other agencies were closing down because they did not find funding. Others were struggling to survive. 


When Employment Development started it benefited from MCC Alberta associated with its name, an organization 


reputable for its accountability to its constituency. 


From its beginnings Employment Development heralded its connection to MCC Alberta since a strong relationship was 
needed in order to succeed. Therefore, MCC-ED is legally a non-profit charitable organization governed by a program 


board which is accountable to MCC Alberta. 
It is important to stress the relationship between these two institutions in order to understand some of the activities 


taken into account during the concept stage. At the beginning of this project, MCC-ED intended to develop a corporate 


identity which could lead to the recognition of the agency within the Community. 
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Employment development is an agency which chose to express its relationship with MCCA through its name. However 
it is not an agency established by the Mennonite Central Committee. 


Relationship with the Federal Government 


The Federal Government funds the Youth Trades program, therefore MCC-ED is accountable for the quality of the 
delivery of the training programs. The inclusion of acknowledgements of governmental donations in printed materials 


such as posters, letterheads, etc. is one of the requisites to consider for the design of printed materials. 
° Personnel 
MCC-ED’s staff 


During the last few years there has been an increase in MCC-ED’s personnel. At the beginning there were only 5 staff 
members, while at this moment there are 14. 
The staff are selected according to the skills required to meet a specific job description. Jobs are advertised within the 


office and in the Calgary Herald. The selection is done by various people, depending on the particular opening. 


The staff's backgrounds are varied but generally the academic background is in the social sciences, with a focus on 


community development, education, and social work. The staff range in age from 20 to 50. 
The Instructors 


The instructors are mainly volunteers who took the courses previously, although in some cases professionals are hired 
as well. Their backgrounds must demonstrate skills in the area they will instruct. 
The instructors are chosen by the program coordinators. A job description is prepared, and candidates are invited to 


submit a resume and hold an interview. 


For the Youth Trades Program, the Coordinator takes into consideration previous experience with youth, educational 
background, and experience in teaching with trades curricula. As part of the job, the instructor develops the content of 


the program based on the outlines given by the Federal Government for pre-apprenticeship. 


In the case of Skills Enhancement Training Program, the instructors are people working at SAIT who have the required 


technical skills and knowledge. For the English classes, the students take the courses at the agency with instructors 


hired for that purpose. 


For Startup the instructors are volunteers, people with marketing experience or with small business skills. Usually, the 


instructors are people who started a business by themselves and want to help other people. For one-day workshops, 


contractors are hired. 
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¢ The Clients 


In this document, the term “clients” is used to describe the people accessing the agency's services, since that is the term 
used by MCC-ED to describe them as is made clear in its Mission Statement. To avoid any misunderstanding | will 


continue using the same term. 


A) Youth Trades Program 


Clients’ profile: 

Average ages: 18 to 24 years old. 

Gender: The majority are male, most of them are single. 
Income: Usually their income is minimal. 


Some come directly from high school, and have no job experience. 


B) Skills Enhancement Training Program 


Clients’ profile: 

There are two kinds of programs with two different kinds of clients: 
-Immigrants with good professional skills. 

-Unemployed people under the Employment Insurance program. 
Average Ages: Fifty years of age would be a maximum age for trades. 


At the moment the clients’ age ranges from 25 to 42. 


C) Startup Program 


Clients’ profile: 

People depending on social assistance or unemployment insurance who want to start their own businesses. 
Average ages: The average age is 35. 

Gender: There is an even distribution of men and women. 


Income: Their incomes may vary, but they are not unemployed. 


¢ Programs and Courses 


A) Youth Trades Program 


Aim of the Program 
Youth Trades is a program created to help young people make the transition from high school into the job market. It is 


intended for people who could not make it into university and who may have casual employment, but with no opportunity 


for advancement. 
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Itis also a program for people interested in pursuing a trade and/or looking at gaining working experience. The aim is to 
learn job skills and become familiar with tools through practice in the workshops. 


This program is completely funded by the Federal Government. 


Content 
The participants receive 21 weeks of full time pre-apprenticeship training which includes career planning, life and 
employment management skills, mathematics and science upgrading as required by the Federal Government. In addi- 


tion, they receive technical training, job search skills and go through an additional 8 weeks of work experience. 


Selection Process 

To enter the program, the applicants fill out an application form and hold an interview with a counsellor. 

The applicants also have to complete an assignment for admission into the program. 

At this point a lot of attrition occurs. If the students complete the assignments, they go through another interview 


followed by a final interview and three tests (in mathematics, the sciences and English). 


The selection process is rigorous because the agency wants to be sure that the people in the courses will complete the 
program. The students choose one of three trades: welding, cabinet making and cooking. 


There is an average of 40 applicants, and normally, 14 are admitted for courses in the 3 trades. 
B) Skills Enhancement Training Program 


Aim of the Program 


The program was designed to help two different kinds of clients. 


People who have professional backgrounds in a field and who have good skills but have trouble making connections 
with employers. Their biggest barrier is that they do not have Canadian working experience or sufficient language for 
the workplace. During this course, the students receive training in the field they have chosen and English language 


classes. The agency arranges for work experience for 3 to 5 weeks in companies that are growing or expanding. 


The second program is more trade specific. The agency targets the economic needs of the city and researches the 
market to determine what the job needs are. Each program is planned at a specific periods of the year based on when 
the students will finish the course, when they will be ready to work and, most importantly, where there will be employ- 
ment. The only condition is that the students have to be on the Employment Insurance program, but they do not need to 


have a trades background. 


Content 
There is upgrading in English, mathematics and the sciences. The candidates have to write a test as well. 


English is more individualized, and work specific. The technical training takes place at SAIT, and when the course is 


finished, the students are eligible to become apprentices. 
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Selection Process 
The students write tests in mathematics and mechanics. Experience does not matter, but ability does. The agency is 


careful to make sure that the people in the program have the ability and the attitude to go through the program. 


Monitoring occurs after the students receive full time employment. 


Contacts with companies are the responsibility of the employment coordinator, who will find places for either employ- 


ment or practice for the students. 
C) Startup Program 


Aim of the Program 


Startup is a community development initiative which gets funds from 14 different donors. It was designed to help 


Calgarians achieve economic independence through self employment. 


The program provides training, mentors and financing to individuals who are currently living below the poverty line or 
who are receiving government assistance. This support system provides them to start and operate their own small 
businesses. 

The project combines business training, counselling and a peer lending structure to provide its clients with the neces- 


sary skills and resources to integrate themselves back into the economy. 


The program is made up of three major areas: 
a) Business Training, subdivided into: 

How to start your own business 

The ABC’s of business plans 


Hot business lending groups 
b) Peer lending: To apply for a small loan through a peer lending system. 


c) Resource Centre: The Centre’s key function is to provide services for individuals who wish to become, or are self- 
employed. It provides them with materials such as photocopy and fax machines, at a low cost, to support them in their 


business practice. 


Content 
The content of the program is based on the curriculum that other agencies and groups are using. However, the courses 
are changed according to the clients’ needs, and therefore the agency’s curricula vary from those offered by other 


groups. The focus on small business is hands-on, the class mainly works as a group work. 


Selection process 
For the ABC’s course, the people fill in an application form stating their income level, schooling and whether they are 


committed to the idea of being self-employed. The agency determines whether the students have the necessary infor- 
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mation about the business they want to start and whether they have tried any other alternatives. There are no restric- 
tions concerning the kind of business the participants want to start. The agency offers business training so that the 
individuals gain an understanding of their commitment and the potential success of their idea. The aim of the course is 
to give them the means to assess their business plans. 

The number of students starting the program is around 15, with 10 or 12 completing it. The reasons for not finishing the 


courses are usually related to personal matters or to lack of commitment to the project. 
* Marketing Organization and Strategies 


MCC-ED does not have a definite marketing strategy. The agency relys on the Employment agencies and ex-clients to 
promote its services. The lack of a coordinated marketing strategy may be due to the limited budget that each program 


has. The agency also needs a strategy to demonstrate better its presence in the Community and to donors. 
Advertising Budget 


A) Youth Trades Program 
The budget proposals have to be approved by the Federal Government; they only cover mail-outs, photocopies and 
postage. The overall cost for a full year of advertisement for the two programs is around $ 500.00 dollars unless there 


is an newspaper advertisement, which then increases the budget to $ 1000.00 dollars. 


The promotions are done with photocopies and faxes. The information is faxed to other media, the newspapers, com- 
munities’ newsletters, etc. Posters are created in-house at low cost. Community announcement services on various 


media are also used. These services are free and the most successful seems to be TV. 


B) Skills Enhancement Training Program 

As part of their budget, Human Resources approves $ 200.00 dollars for advertising, which is not enough. This amount 
will not even cover a newspaper advertisement. 

Posters are displayed at the Canada Employment Centre. Their production is done at the agency, and the material is 
very simple because the budget is limited. 

The Community announcement services are another resource. The announcements on TV seem to be the most suc- 


cessful as a promotional tool, although sometimes radio announcements or posters work better. 


At the moment, the Coordinator is facing a problem with the promotions at the Employment Centres caused by the 
Internet. People do not go to the employment centres anymore because they can obtain the information they need by 


computer, rendering the posters useless. 


C) Startup Program 
The budget for promotions is on average $ 15,000.00 per year. This year a contract was signed for one year with the 


Calgary Transit System to display MCC-ED's posters. 150 posters were made on estirene to be put on various buses 


and trains. There is also a newsletter edited every 6 months and occasional brochures. 


Corporate Identity for Non-profit Organizations / Chapter Two 


24 


_— = Yee eee 


bo Oye a) PLR ee ol Lema Geaeet pee errata lata Frade (0 freee 


ae ee eee a if ie eeinnd el pared Hel 
o imyal}l ” ae em eed A) bean Gee 
Pee any oe 


| 7 iy Cl pe eve 6) uf) ety Ri i @) (ye Gy oe 
pa, G0 @ 241 oteee S Oe ee 

- 4 

+ lager ems 


impede: cdma ii lean ety al] 
RAT! oF. ib 1 Geer Se Gewes 4b Pe 1 O89 A 
‘he : We. (9 6) WOO An 9S A ieee 


Pe ee er ar eo aonwiy 
sets pn! (aye @@ ) ee ee om (hae bot 
fib bo Gua o@ wien @ i8@ Gan 


1 i : -- os et ee ii venetian 
1 6m hima au net @ a oor he ter” co 
Rei @et A trons cine tl Me elon ere meet | 


=r i oom ee atl ag 
waeneadt 4 eR 
Pica, oe er 
ms are canals eiicia Akane headed ht 
hoor  leyhnes 
ee 
ain emilee ganic onl. rer 


: one) Deeeyet at Arc et ti tae a 


AGS SD ner GP rene ame monn a eal He ee 


Pair anh eeie ge 


The agency is also trying to obtain resources selling membership packages for people using the Startup centre. This 
packages includes computer time with limited internet access, business counselling, photocopies, peer support and 


access to local fax services. 
¢ The Competitors 


The research on MCC-ED’s competitors was done in two different ways. First, the immediate competitors in the city 


were located and their promotional material was collected. 


Some competitors in Calgary: 

* Option Plus 

* Niehaus & Associates 

* Calgary Catholic Immigration Society 

+ Lori Colborne LSL Marketing and Consulting 

* Small Business Training Centre 

* The Entrepreneurial Edge Association 

* YWCA of Calgary 

* Educere Employment Centre 

* Southern Alberta Institute of Technology (SAIT) 


* Private associations 


Second, the analysis of the most important competitors at the provincial and national level was done through consulta- 


tion with Government agencies. 


Competitors at a national level: 

* Government of Canada 

* Community Unemployed Help Centre of Winnipeg 
* Labour Mobility Coordinating Group 

* Industry Canada 

* Alberta Government 


* Canadian Youth Business Foundation 

Market Position in relation to Competitors 

Although some of MCC-ED’s competitors share its problems --limited funding and a lack of marketing strategies to 
promote and optimize their resources-- it seems that MCC-ED needs to increase its level of exposure in the commu- 


nity. The differences found in the production of promotional materials are a good way to measure the disadvantages of 


the agency. 
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Promotional materials were collected during the first visit, to be analysed in conjunction with the competitor’s promo- 


¢ Analysis of MCC-ED’s Promotional Materials 


tional materials. (See Apendix section) The general appreciation gathered from the analysis is presented here: 


1) Does the style project an 
appropriate image? 


2) Does the image communicate 
the nature of the business? 


3) Is it possible to distinguish the 
organization's image from its 
competitors? 


4) Have the target markets 
being defined? 


5) Does the organization have 
corporate communications 
objectives? 


6) Does everything seem to 
come from the same source? 


7) How do the items relate 
to each other? 


* No. MCC-ED has not its own logotype and therefore it uses the Mennonite Central | 


Committee's logotype for its stationery. However, the internal structure and activities : 


of the agency are different from those of MCC, and therefore itis necessary to make a 


distinction developing its own corporate identity. 


No. There logotype reminds more of religious services rather than social services 


and it may cause confusion among the potential clientele. 


When trying to distinguish MCC-ED from its local competitors it is not possible to find 


many differences. They all are similar in their visual presentation. 
However, when comparing MCC-ED with national competitors, its image appears 


poor and unattractive. 


No. Although MCC-ED provides three different training courses, each aimed at spe- 
cific clients, promotions are not produced following the same criteria and therefore 


there is no a specific target market to appeal to. 


No. The objectives and goals of MCC-ED may not be considered corporate communi- } 


cations objectives since they do not provide specific information about the agency. 
It is necessary to remember that the agency is at the moment under an internal 


reestructuration. 


No. The low budget available to produce promotional materials makes the problem 
worse. Sometimes the promotional materials are produced according to the budget 


of each specific program and it is when major differences are noticed. 


The most serious problem is in the design area. Production is always done at the last 
minute, increasing the lack of interest in details as basic as the structure of the layout. 
There is no way to relate the items to each other since the graphics and logos used 
for them are of various sources and there is not a unique image that make them 


cohesive. There is no consistent use of the logo throughout all the materials. 
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The general evaluation of the promotional materials are 


as follows: 


* There is an indiscriminate use of different fonts which 
causes confusion and visual inconsistency. 

* The material is presented mostly without graphics, but 
when used, they are clipart pieces that come with the 
software used, giving a nonprofessional appearance to 
the promotionals. 

* The most recurrent production method seems to be the 
creation of a laser printed hard copy which is photocop 
ied; some other materials are printed in offset and the 
least professional looking materials are done with a poor 
quality rubber stamp. 

* The most popular production format seems to be 8 1/2” 
by 11” since most of the materials are photocopied or 
printed in the agency. 

+ In all the promotionals the information is densely packed 


and there are no restrictions in the use of space. 


Some of the materials which need to be changed or 


re-designed are: 


Letterhead Fax Cover sheet 
Business cards Envelopes 
Donation forms Brochures 


Newsletters Return address 


Posters Application forms 


Folders 


Your 
Own 
Boss! 
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OF 


Fig. 2.6 Mennonite Central Committee logo 
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Fig. 2.7 MCC-ED promotional maternal Fig. 2.8 MCC-ED promotional material 
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* Analysis of MCC-ED’s Competitors’ Promotional Materials ae 


Agencies offering services for the unemployed are in increasing demand, hence the large number of competitors for 


MCC-ED. (Fig. 2.9, 2.10, 2.11) The need to secure resources is an important reason for analysing MCC-ED’s competi- 


tors, since there is increasing need among agencies to stand out and be noticed by funders. 


Competitors at a regional and national level were taken into account for this analysis. It was also important to analyse 


under the same conditions, the promotional materials of MCC-ED’s competitors to detect any possible advantage/ 
disadvantage between them and MCC-ED. A discussion of the tables follows: 


+ Small 


wining 


Tr 


(entree 


Fig. 2.9 Local Competitors’ promotional 
material 


CONTINUING 
EDUCATION 


Southern Adberta fretitute of Technaiogy 


Fig. 2.10 Local Competitors’ promotional material 


of Calgary 


Fig. 2.11 National Competitors’ promotional material 
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Local Competitors 


1) Does the style project an 
appropriate image? 


2) Does the image communicate 
the nature of the business? 


3) Is it possible to distinguish the 
organization's image from its 
competitors? 


4) Have the target markets 
being defined? 


5) Does the organization have 
corporate communications 
objectives? 


6) Does everything seem to 
come from the same source? 


7) How do the items relate 
to each other? 


The logotype seems to be designed 
but the information in the promotional 


materials look disorganized. 


No. The image reminds of an associa- 
tion of some sort, but not specifically 


for business or training. 


No. The images look generic, and they 
getlost in the number of fliers and post- 


ers that can be found in the city. 


No. From the materials gathered, they 


seem to appeal to the general public. 


No. It is not possible to see evidence of 


this in the materials. 


No. The promotional materials show the 
low budget available to produce them 
and there is no way to relate them to the 


institutions they promote. 


It was not possible to gather material 
from the different programs offered by 
each institution. However, the general 
impression is that they try to include as 
much information as possible, making 


the promotions look densely packed. 


The logotype its designed. 


No. There are no promotional 


materials from this association. 


No. The images look generic, and they 
get lost in the number of fliers and post- 


ers that can be found in the city. 


No. From the materials gathered, they 


seem to appeal to the general public. 


No. It is not possible to see evidence of 


this in the materials. 


No. The promotional materials show the 
low budget available to produce them 
and there is no way to relate them to the 


institutions they promote. 


It was not possible to gather material 
from the different programs offered by 
each institution. However, the general 
impression is that they try to include as 
much information as possible, making 


the promotions look densely packed. 
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1) Does the style project an 
appropriate image? 


2) Does the image communicate 
the nature of the business? 


3) Is it possible to distinguish the 
organization's image from its 
competitors? 


4) Have the target markets 
being defined? 


5) Does the organization have 
corporate communications 
objectives? 


6) Does everything seem to 
come from the same source? 


7) How do the items relate 
to each other? 


The logotype is designed 


No. The image reminds of an associa- 
tion of some sort, but not specifically 


for business or training. 


Not really. It may be confused with any 


other organization with similar name. 


No. From the materials gathered, they 


seem to appeal to the general public. 


No. It is not possible to see evidence of 


this in the materials. 


| could not gather enough information 


about this agency. 


It was not possible to gather material 
from the different programs offered by 
each institution. However, the general 
impression is that the materials are not 


very elaborated. 


The logotype is designed 


No. The image reminds the viewer of 


something related to business. 


No. The imageis very generic and the 


use of clipart make it worst. 


No. From the materials gathered, they 


seem to appeal to the general public. 


No. It is not possible to see evidence of 


this in the materials. 


| could not gather enough information 


about this agency. 


It was not possible to gather material 
from the different programs offered by 
each institution. However, the general 
impression is that the materials are not 


very elaborated. 
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1) Does the style project an 
appropriate image? 


2) Does the image communicate 
the nature of the business? 


3) Is it possible to distinguish the 


organization's image from its 
competitors? 


4) Have the target markets 
being defined? 


5) Does the organization have 
corporate communications 
objectives? 


6) Does everything seem to 
come from the same source? 


7) How do the items relate 
to each other? 


The logotype is not very attractive and 


itseems to be formed of clipart images. 


No. It looks more like something 


related to law. 


No. Its confusing. 


No. As the other ones it looks generic. 


It cannot be detected from the mate- 


rial gathered. 


No. And there is not enough evidence 


to say the opposite. 


There are not enough materials to 


make this analysis. 
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No. The logotype looks outdated, al- 


though the image is more coordinated. 


When it is accompanied by 


photographies it is recognizable. How- 
ever this institution has been around 


for at least 20 years so it is known. 


Yes. It is a more organized and 


recognizable image. 


Yes. It appeals to its market. 


Yes. The use of its image is more 


coordinated. 


Yes. All the promotional materials 


are related graphically. 


The materials are related by the use 


of graphics, typography and color. 
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National Competitors 


1) Does the style project an 
appropriate image? 


2) Does the image communicate 
the nature of the business? 


3) Is it possible to distinguish the 
organization's image from its 
competitors? 


4) Have the target markets 
being defined? 


5) Does the organization have 
corporate communications 
objectives? 


6) Does everything seem to 
come from the same source? 


7) How do the items relate 
to each other? 


Yes. The image is designed and all the 
materials are very well produced and 


they relate to one another. 


Yes. It is widely recognized. 


Yes. Its Identity is distinctive from that 


of its competitors. 


Yes. Itis clear to what group the mate- 


rials are directed. 


Yes.Since it is an international organi- 
zation, it has corporate communica- 


tions objectives defined. 


Yes. The image its regulated in its use. 


The elements relate to each other 
through the colors used, the emphasis 
in the photographic images used, as 
well as in the typographic selection and 


the constant use of the logo. 


Yes. The image is designed and all the 
materials are very well produced and 


they relate to one another. 


Yes. It is identified in most cases. 


Yes. Its Identity is distinctive from that 


of its competitors. 


Yes. It is clear to what group the mate- 


rials are directed. 


Yes.Since it is an international organi- 
zation, it has corporate communica- 


tions objectives defined. 


Yes. The image its regulated in its use. 


The elements relate to each other 
mainly through the use of the logo. 
The agency occasionally makes use of 


photographs, but still it is recognized. 
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¢ Conducting of Questionnaires 


As part of this analysis | decided to present a questionnaire to the clients, staff and instructors of MCC-ED to gather 


more information and be able to measure the important variables for the development of the visual identity. 


The questionnaire contained a set of 10 questions in order to determine the following: 
* Demographic factors such as age, gender, and educational level. 

* Media in which the clients found out about MCC-ED's services. 

* Opinions from the clients about the general environment of the agency 


and comments on the kind of service they received at MCC-ED. 


MCC-ED’s Coordinator arranged for me to hold a meeting with participants from its three programs to present the 


questionnaires and hold interviews with the staff. Following is a response to the questionnaires. 
Instructors responses 


The majority of the instructors are volunteers. Many of them took MCC-ED’s courses, and they want to share their 
experiences with new clients. Those who had not been MCC-ED’s clients are successful professionals who find the 


time to support non-profit causes. 


Unfortunately, due to the part-time nature of the courses that engage the instructors only a few hours per week, the 
instructors find themselves in the same situation as the clients, who just take the courses but do not get involved with 
the other services offered. 

Sometimes it takes extra effort on the part of the clients and instructors to continue with their instruction. Some classes 


take place late at night or during the weekends, which is sometimes not appealing for either party. 


Staff responses 


From the staff's answers, it would appear that the environment is positive and friendly. The majority of the staff mem- 
bers are fairly new in their jobs due to the recent growth of MCC-ED. 

This promotes a dynamic environment since the staff members still have to learn from the agency while at the same 
time doing their jobs. The interaction among staff members is encouraged in order for them to learn from one another. 


They find satisfaction in the job they are doing since they feel they can help people to succeed. 


Some tension perceived among some of the workers is possibly due to an increasing amount of work load. Some of the 
members who started working for MCC-ED at its inception are not as open to changes, and they may feel threatened 


by the constant changes the agency has promoted. 


The new storefront of the office seems to be a positive influence on the staff and the clients. The offices are in a 


relatively quiet area with a lot of natural lighting. The common areas such as the kitchen and the meeting room are 


spacious and clean. 
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Clients responses 3 


The main purpose of this questionnaire was to detect the relationship that people have with the agency and their 
expectations from it. The results presented here are a general evaluation of the answers given by clients from the three 
programs. Relevant comments detected in specific programs are presented, accompanied by a title that indicates the 
group expressing the answer(s). For more detailed information on the questionnaires applied to individual programs 


see the Appendix section. 


In total 30 subjects were interviewed, and the same questionnaire was presented to all of them under the same condi- 
tions. The representative sample was composed of: 

- Youth Trades Program: 14 participants (46.6% of the total number) 

* Startup Program (ABC’s Business class): 12 participants (40.0% of the total number) 

* SET program: 4 participants (13.3% of the total number) 


Master degree 
University degree 
| Certificate / 
Diploma 


Grade 9- 12 


« Educational level 
The majority of the population had studied at least until ] 


Bachelor 
degree 


grade 12, with some holding a bachelor’s degree. 


Not specified 


Educational level 


Male Female 


¢ Gender 
Males dominate at arate of 2 to 1. 


Gender 
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¢ Age 
The majority of MCC-ED’s clients are composed of two 
main groups: People between 26 and 45 years of age, 


followed by people between 18 and 25 years of age. 


* Media 

The results showed that for the Youth Trades program, 
the best advertising tool has been word of mouth and TV 
announcements. 

Newspapers and employment centres seem to be the most 
popular media in which people find out about the Startup 
program. 

These results do not necessarily determine the way things 
should continue for MCC-ED. However, they are a good 
indicator of the media people trust when choosing to 


change their unemployment situation. 


* Preference 

Cost and the programs offered lead the reasons why peo- 
ple choose MCC-ED as their best option. 

Youth trades assesment: “The programs are the most at- 
tractive element since the course is free”. 

Startup program (ABC's of business): Cost and the 
courses offered determine their selection. 

SET program: Some chose this agency because of con- 
venient location while others do so because their family 


or employment centres recommend it. 


Programs 


Not specified 35 
! 36-45 


| 
26-35 


, ; No answer 
Friends or relatives | 


| y le + radio 


| Printed media 
Other 


Media 


Reccomendation 


Cost Se” Other 


Preference 
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+ Perception and satisfaction 
There is a high degree of satisfaction with MCC-ED from 
all staff and clients. The general environment of MCC-ED 


seems to be attractive and comfortable to people. 


* Familiarity 

Although some of the clients spent up to 6 months taking 
the courses, they are not familiar with the other services 
provided by MCC-ED possibily because part of the train- 


ing takes place in different locations such as SAIT. 


+ Teaching 

The response is mainly positive, but there are negative 
comments which are not directly related to the delivery of 
programs themselves but to the students’ particular needs. 
It seems that the clients’ expectations are being met since 
they responded that they are learning useful information 


and they like the way the courses are taught. 


Negative or 36 
with suggestions 
Positive 


Perception and 
Satisfaction 


1-3 months Not specified 


4-6 months 


Familiarity 


Positive Not specified 


Negative / 
suggestions 


Teaching 
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* Comfort 
The new location has a beneficial impact. 
The clients feel comfortable in the classrooms which in- 


fluences their mood. 


* Changes 

Students would like to know more about what is happen- 
ing within MCC-ED. Currently this is not the case because 
each program is isolated from the rest. 

There are no expectations for change among the people 


who answered the questionnaires. 


Negative/ 
suggestions 


Positive 


Comfort 


Not specified 
No 


Expectations for 
change 


Corporate Identity for Non-profit Organizations / Chapter Two 


37 


Analysis 


Evaluation of MCC-ED using the model of Holistic Corporate Identity Development 


For the analysis stage | made use of the Model of Holistic Corporate Identity Development implemented by Henrion, 


Ludlow and Schmidt. This model takes into account all relevant aspects of a company’s identity and structures them 


into operational dimensions: culture, behaviour, products and services, communications and design. 


In this model, individual aspects of identity can be structured and ordered in relation to the total identity. It then be- 


comes possible to trace the aspects back to their origins and to establish causal relationships. In this way, the interde- 


pendence between the perceptions and the effects of different aspects of a company's identity become comprehensive 


and clear. With the help of the structure model, corporate identity can be developed in a holistic way. 


The model structures the individual aspects of a company’s identity related to their relevance to benefits and activities, 


with five operational dimensions which are mutually influencing parts of a whole. 


Corporate WF Carporate 
culture behaviour ; 


Fig. 2.12 Model of Holistic Corporate Identity Development 


These dimensions are: 


* Corporate culture: It consists of all the cultural factors, 
situations and aims of a company. 

It contains the mission, the corporate goals and corpo- 
rate philosophy, together with the corporate principles and 


value systems which form the basis for reaching goals. 


It also encompasses the cultural surroundings of the com- 
pany, and the resulting mutual influences subsumed into 


the cultural dimension. 


This means all cultural conditioning, for example, the 
socio-economic environment, the historical and political 
conditions, the nationality, ethnic origin, education, arts, 


literature, music, language, religion and so on. 


+ Corporate behaviour: This dimension is defined as the 
sum total of those actions resulting from the corporate 
attitudes which influence the identity, whether planned in 
line with the company's culture, occurring by chance, or 


arbitrary. 


Corporate behaviour is therefore the collective action of 
the company as a whole or of its parts: from its combined 
communicative behaviour to the behaviour of the man- 


agement, the relationship to the public, the environmen- 
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tal behaviour, the use of resources and the social behaviour, down to its location and relations with the host country. 


Behaviour in internal communication is also part of the dimension. 


* Market conditions and strategies: The market dimension contains all the conditions, goals, and strategies which 
relate to the market or result from it: the target groups and marketing strategies, the market position and the competition, 


and also trade restrictions or the state of technological development. 


* Products and services: Besides products and services, this dimension also contains all related aspects from product 
design, ergonomic qualities and product benefits to price-performance relationships and customer service. 
Environmental design, architecture, or interior design can be seen as part of this dimension, as for example in airlines, 


retail chains, hotels, restaurants, health care establishments, department stores or leisure parks. 


* Communications and design: Communications and design, are seen as interactive influences on both information 
and behaviour, internally and externally. This is not restricted to visual or verbal communications, but includes content 


and subject matter. 


Corporate design as a conceptual framework includes the form and content of internal and external corporate commu- 
nications, marketing communications, all below the line activities, and product branding. 

This structure model facilitates recognition of the interrelationships between perception and effect. !n it, individual as- 
pects are attributed to corresponding dimensions so that they can be seen in context and traced back to their original 
cause. The elements, means and measures of all such internal and external communications are analysed and evalu- 


ated to draw out strengths and weaknesses and to identify appropriate action. 


The structure model is then combined with a formalized process for a corporate identity development. This process is 


shown in Figure 2.13 


The analysis of MCC-ED's information can thus follow this scheme for an easy recognition of its strengths and 


weaknesses. 


Given situation / objectives: 

The purpose of developing a Visual Identity for MCC-ED is to make it identifiable as one agency rather than as a series 
of independent programs. It is also important for MCC-ED: 

* To be identified not only by its clients, but by funders and donors as well as by potential clients; 

* That the solution reflects the values of the agency; and 


* That the staff feel comfortable with the image proposed for the agency. 


Strengths and weaknesses: 
The problems that MCC-ED is facing now as an organization are due to a lack of definition for its long term goals. MCC- 


ED started growing after the implementation and success of its first program, and from then on it has just implemented 


other programs and services. 
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Corporate philosophy 
Corporate principles 
Competence 
Corporate guidelines 
Cultural conditioning 
Social & economical 
environment 
Ecological environment 
Nationality 

Arts, literature, etc. 
Historical & political 
background 


Phase 3 


Phase 4 


Corporate goals 
Corporate philosophy 
Corporate principles 
Competence 
Corporate guidelines 
Cultural conditioning 
Social & economical 
environment 
Ecological environment 
Nationality 

Arts, literature, etc. 
Historical & political 
background 


Management behavior 
Communicative behavior 
Internal communications 
Public relations 
Sponsoring 
Environmental behavior 
Use of resources 

Social behavior 

Specific location / host 
country conditions 


Management behavior 
Communicative behavior 
Internal communications 
Public relations 
Sponsoring 
Environmental behavior 
Use of resources 

Social behavior 

Specific location / host 
country conditions 


Market position 
Competition 
Marketing strategy 
Market organization 
Target groups 
Distribution 

Trade barriers 

Level of technological 
development 


Market position 
Competition 
Marketing strategy 
Market organization 
Target groups 
Distribution 

Trade barriers 

Level of technological 
development 


Product strategy 

Product benefits 

Performance 

Price / performance 
ratio 

Product design 

Ergonomics 

Product competence 

Unique selling 

proposition 
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Fig. 2.13 Process Model of Holistic Corporate Identity Development 
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MCC-ED’s Analysis 


MCC-ED is still shaping and defining its role in the community. As a means to clarify its direction, the agency held a 


planning retreat in August 1997. The outcome of this retreat is reflected in the following analysis. 


« Corporate goals: 


| To continually have one identity 


To build on its strengths and reputation 


To reinforce and encourage values and principles for the agency 


Corporate philosophy: 


“Partnering with the underemployed to develop their productive future” 


~ To provide clients with the basis to help themselves. 
_ To assist employment disadvantaged immigrants to overcome labour market 
» barriers and successfully compete to attain career enhancing, and full time 


| permanent jobs. 


¢ Corporate principles: 


Continue to be relevant in program delivery and development to enhance 


: community relations. MCC-Ed is a highly dynamic and innovative organiza- 
| tion committed to partnering with the under-employed (and unemployed) to 


develop their productivity. 


* Competence: 


To increase partnering to enhance finances 


_ To partner with other agencies to enhance programs 


| ¢ Corporate guidelines: 


» To focus on sense of unity and service. 


To maintain credibility. 


To keep on being a leader in creative solutions for the underemployed. 


‘ * Social and economical environment: 


» Partnership / relationship building with agencies, community, clients, 


institutions and unions, to enhance community relations. 


¢ Historical and political background: 


+ MCC was established in 1920 in response to hunger and related human need 
) brought on by war and revolution in the Soviet Union. In 1940 MCC began a 


growth period, in response to the agony of war and concern for peace. In the 


1950s and 1960s MCC’s programs expanded in Asia, Africa and Latin America. 
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« Management behaviour: 


There seems to exist a lack of familiarity between the MCCA’s board 


and the agency.The management behaviour among MCCA’s board 
and MCC-ED has not been defined and this causes instability and 
tension among the staff. 


« Communicative behaviour: 

There is insecurity about change, finances and nature of contract 
work. There is a need to build “inter-staff’ relationships, as well as a 
collaborative approach to meeting client needs. 


«Internal communications: 

There is a need for team building 

There is a need to create and maintain a positive and supportive 
working environment 

There is insecurity about MCC-ED’s growth, it creates a sense of 


separation among staff. 


¢ Sponsoring: 
There is a lack of funding stability which causes tension among the 


staff. There is also uncertainty due to government changes. 


¢ Use of resources: 
Develop a timely (quick and productive) conflict management 


process. 


¢ Social behaviour: 
Forming more of an “umbrella” organization. 
Responding to economic changes. 


Partnering / competing with other agencies. 


+ Specific location: Take advantage of the storefront location to 
develop collaborative / cooperative relationships with complemen- 


tary agencies. 
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¢ Market position. 


‘Market conditions & 


MCC-ED has developed a reputation from its work during the past years. 


trategies 


Itis recognized within the community but not to a high degree. 
It seems that the “word of mouth” has been a promotional tool. 


¢« Competition 
There is competition from other religious and non-religious groups which 


offer either the same or similar services. 


¢ Marketing strategy 

So far the marketing strategy has been only through promotional material 
such as brochures, posters, TV community announcements and newspa- 
per advertisements and notes. 

It seem that there is formal and organized marketing strategy. 

The advertising periods vary according to the course offerings. 


¢ Target groups 
There are 3 main target groups which correspond to the type of programs 
offered. 
1) People between 18 and 24, who want to enter the trade field. 
2) Immigrants between 25 and 42, with experience and skills, who 
want to enter into the Canadian labour market. 
3) Individuals who want to start their own business. The average age 


is 35 years old. 


¢ Distribution 
Posters are displayed in Transit System’s buses and trains. 


Brochures and flyers are distributed through Employment Centres. 
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Dimension: 


Products & service: 


«Product strategy 

The most successful services are MCC-ED’s programs. 

Although there are other services for MCC-ED clients such as the coffee 
bar, the micro-store and library, they are only known once the clients are 
taking one of the courses. 


* Product benefits 

The benefit of the programs vary according to the purpose of each one. 
For young people it is a point of entry into the market place. 

For the immigrant community is an opportunity to make connections 
and get a job. 

For those individuals seeking to establish their own business, it is a way 


to learn directly from entrepreneurs. 


¢ Performance 
The courses are designed to fulfil specific needs and they enjoy a high 


degree of success. 


¢ Price / performance ratio 

The prices are low due to the nature of the organization and to the 
community's level of income. However, the level of client satisfaction 
concerning value for money. 


¢ Product competence 

There is an increasing level of competence among organizations 
offering the same kind of services. 

This may be due to the economic boom of Calgary. 


¢ Unique selling proposition 
There is no unique selling proposition developed for MCC-ED services. 


This is an area to explore and to take advantage of. 
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Dimension: oo 
Communication & 


¢ Corporate design 


: Design ee - : The corporate design in its present form has a number of problems 
So | __ regarding consistency, identification symbols and presentation. 
The main problem is presented by the isolation of each program and 


by the differences in advertising budgets that each program has. 


¢ Marketing communications 


Advertising as one agency. Focus on service instead of programs. 


¢ Corporate communications. 
Corporate communications is a field new to MCC-ED. The communi- 


cations are created by the staff and not by an specialist. 


¢ Internal communications 


There is no established internal communication system. 


¢ Interior design 

Although the present interior design seems to be functional for MCC- 
ED’s needs, it could be improved changing the location of some office 
space. Specially the coffee bar, which has to be relocated so the clien- 


tele can access it easily. 


° Product presentation 
Unfortunately the promotions are presented in a very poor graphic 


manner. There is no distinction between MCC-ED’s promotions and 


competitors’ materials. 


Conclusions 


From the information presented here, we may conclude that although MCC-ED recognises the need for a corporate 
identity, it still lacks a definition of its direction within the organization. The goals are set but the necessary internal 


changes to make them come true are still far from being realized. 
At the start of this project, it was the desire of MCC-ED to make a clear distinction between the agency and MCCA. The 
idea was to create a new identity which could make MCC-ED stand out by itself. This corporate decision was changed 


later on creating difficulties for the development of the corporate image. 


The next chapter presents the proposals made to MCC-ED to improve its present situation. The proposals follow the 


same structure as the analysis. 
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Briefing 


The brief contains the objectives and criteria for the project and also a precise definition of the work to be done. The 
objectives are listed in order of priority since it may be necessary to exclude one objective to the advantage of another. 


The sum total of the objectives defines what should be achieved by the new corporate identity program. 


Continuing with the Model for a Holistic Corporate Identity Development implemented by Henrion, Ludlow and Schmidt, 


this phase corresponds to the positioning strategy and recommendations on measures. 
The positioning strategy is the description of the desired identity, of how the company understands itself, how it wants 
to be understood, how it behaves and how it wants to be seen. The positioning and behaviour of the company brings the 


way it understands itself and its goals to the attention of staff, customers, market partners, and the public. 


The information used for the positioning analysis on page 48 comes from the analysis of MCC-ED’s weaknesses and 


strengths, done during the analysis stage and which is presented in the following tables. 


The strengths found are: 


* MCC-ED has already established a reputation 
through its work, which is a good basis for the 
implementation of a new corporate identity. 

*Arelationship with companies and other institutions 
has been established previously. 

* MCC-ED's services are popular among its 
present clients. 

* The price of its services is affordable for the 
clientele. 

+ The present storefront is comfortable and is located 
in a transited area. 

* The majority of the staff is new and open to 
the change. 

* MCC-ED has identified the media that works best 
for some of its programs. 

+ The agency responds to the changes in the 
economic climate of Calgary and adapts to 
them with flexibility. 


The weaknesses found are: 

+ There is insecurity among staff regarding 
future actions. 

* There is a communication gap between 
MCCA and MCC-ED. 

« The programs are isolated from one another. 

* MCC-ED does not market its promotions 
according to its target market. 

+ There are other institutions offering 
similar services to those of MCC-ED. 

* The distribution of the promotional materials is 
not carefully planned. 

+ There is no unique selling proposition 
promoting MCC-ED’s services. 

* The corporate design elements are not 
consistent and uniform. 

+ The Mission statement needs to be reestructured 
according to the new situation of MCC-ED. 

* MCC-ED has a misleading name since it is not 
easy to distinguish it from MCCA 


These strengths and weaknesses determine the material on which the development of a model of positioning differen- 


tial for MCC-ED is based. With it, it is easier to observe the difference between where MCC-ED stands and where it 


wants to position itself. 
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Using the positioning strategy, by comparing the target identity and the existing identity, the necessity for developing a 
corporate identity can be established as it becomes clear which aspects need to be worked on, where existing aspects 
will be retained and where a necessity for action exists. The positioning of MCC-ED in these models was arrived at by 


the designer on the basis of information and material provided by the agency. 
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Fig. 3.1 MCC-ED Existing Identity 


Target Identity 
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Fig. 3.2 MCC-ED Target Identity 
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From the diagrams 3.1 and 3.2 we can observe that some of the challenges for MCC-ED are: 


* MCC-ED tends to develop short-term plans instead of being visionary and it is bureaucratic in some actions. 

* MCC-ED tends towards a risk-averse position which could be created by the limited funds on which it bases its 
activities. However, being risk-willing in order to fulfil certain objectives could benefit MCC-ED rather than damage it. 

«Although MCC-ED wants to be perceived as a dynamic agency, it has a conservative and modest image, reinforced by 
its name and visual appearance. 

*MCC-ED takes a neutral position in key aspects regarding to the success of its Corporate Identity. It needs to become 
more open, have a prominent position in the community and develop strategies to approach its clients. 

* MCC-ED has a dated visual identity which is opposed to its will of being perceived as a dynamic agency. 


* MCC-ED’s tendency toward being customer oriented and specific are positive aspects to maintain. 


Other aspects in which MCC-ED may be viewed positively, that must be preserved for the implementation of the 
corporate identity are: 

- Its reputation as a responsible agency 

* Its innovative approach 

+ Its ability to deliver quality services 


+ Its degree of popularity and success, as well as its willingness to be a leader in its field. 


The positioning aspects or the image and identity characteristics, set the appropriate assessment parameters. 
The recommendations on measures are divided into dimensions and individual measures are broken down into 
manageable steps. Consequently, it is possible to work on different measures at the same time. The different measures 


can be carried out by different disciplines such as marketing, personal management or communications experts. 


A holistically-developed corporate identity can make an essential contribution towards corporate success, if all relevant 
dimensions and aspects of the identity are taken into account. From this approach, the benefit aspects that can be 
achieved are as follows: 

-Strategic positioning 

-Expression of competence, performance and quality 

-Positioning and differentiation 

-Clarity and presence 

-Structuring and visualization 

-Expression of change and continuity 

-Goodwill and synergy 

-Product branding 

-Marketing communications 

-Internal communications 

-Rationalization and efficiency 

-Acceptance, identification and motivation 


-Corporate culture 
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Recommendations for MCC-ED's Corporate Identity 


The development of MCC-ED's corporate identity requires 
to take measures in all five dimensions of its structure 
(corporate culture, corporate behaviour, market condition 
and strategies, products and services and communica- 


tions and design) in order to validate its success. 


The set of recommendations presented here are based 
on the data provided by the analysis of MCC-ED and the 
Model for Holistic Corporate Identity Development of 
Henrion Ludlow and Schmidt. (Fig. 3.3) 


However, these reccomendations may not be the only ones 
since information regarding internal management and mar- 
keting strategies was not provided by MCC-ED during the 
process. Therefore there may be some other 
reccomendations to consider once the first ones have been 


implemented. 


Although these recommendations are the basis of this the- 
sis, the scope of the thesis project is focused only on the 
design of the visual identity for MCC-ED. 

The development process of the visual identity will be ex- 


plained in Chapter 4. 


Products tum Corporate 


 & Bares culture behaviour 


Fig. 3.3 Model for Holistic Corporate Identity Development 
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: Dimension: : Objectives 


Corporate Culture 


* Development of corporate philosophy 


* Definition of corporate goals for short and long term 

* Development of corporate principles and value systems 
- -|mplementation of the positioning plan for the institution 
_ ° Realisation of the strategic concept 


Scope 


* Corporate mission 
* Targets and strategies 
* Defined values 
_. ° Structure and cooperation 
+ Competence and services 
+ Attitude towards staff 
+ Expectations of staff 
+ Attitude towards clients 
+ Attitudes toward the public 


Measures 


* Clarify and update the Mission Statement 

* Clarify and structure the values and principles of the agency 
* Development of corporate guidelines 

¢ Focus on sense of unity and service 

* Develop workshops on corporate culture 

« Promote seminars on teamwork and management 

» Promote cultural diversity within staff 


¢ Plan information events 


* Plan social events 
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Objectives 


* Improvement of management conduct 

* Improvement of communications 

i- Improvement of ability to apply strategies 
* Improvement of financial stability 

* Promote innovation 

+ Increase investment attractiveness 


Scope 


* Management style 

* Employee support 

+ Teamwork 

* Environmental behaviour 


¢ Social behaviour 
Measures 


* Develop corporate guidelines 

* Develop profile requirements for applicants 

* Criteria for support and promotion of employees 

* Develop profile requirements for employees and managers 

- Agree on targets 

* Establish a systematic management training 

* Improve the communications between the board and agency 

* Cost saving through standardisation 

* Share promotional costs between programs 

* Increase employee confidence: establish bond between staff and agency 

* Secure more core funding and become more financially stable 

* Create and maintain a positive and supportive work environment 

* Create an internal committee responsible for the use and implementation 
of the visual identity 
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Objectives 


* Increase differentiation potential 

+ Represent group affiliation 

* Develop strategy development according to market trends 
* Ensure positioning in market 


* Develop profile of target market 


Scope 

« Evaluate performance in the market 

* Create differentiation against competitors 

* Create distribution structure and channels 

* Develop communication of positioning aspects 
* Prevent trade restrictions 


* State of technological development 


Measures 

* Develop objective differentiation aspects 

* Develop subjective differentiation aspects 

+ Implement strategy workshops 

& Develop portfolio analysis 

* Create identification symbols 

* Create brand development 

+ Develop competitor analysis 

¢ Establish marketing plan 

« Plan organization reviews 

* Target products and services 

* Adapt to economic changes 

* Establish productive relationships with donors and competition 

* Create a stronger presence in the marketplace 

« Promote the recognition of MCC-ED as a single agency 

Establish criteria for the selection of new name 

« Promote events that attract Community neighbours 

* Develop MCC-ED’s unique selling proposition 

» Advertise as one agency focusing on service instead of programs 

* Establish a bond of trust with funders through the Corporate Identity 

* Develop a strategy to change the agency’s name. The suggestion is to 
either choose a totally new name for the agency or choose a new name 
and include in small characters its relationship with MCC. 

* Enhance community relations, finances and programs partnering with 


similar institutions. 
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dl jimens on: 1 [| Objectives 
Products and 


pervices * Develop product and service range 


+ Establish quality criteria 

+ Analyse relationship price-performance 
« Analyse product benefits 

* Establish criteria for customer service 

* Promote innovation 


« Promote research 
Scope 


* Quality awareness 

* Service awareness 

* Customer orientation 
* Service delivery 

* Product benefits 


Measures 


* Develop problem-solving systems 

* Develop customer orientation 

* Create analysis of services offered to customer (costs / benefits) 
: * Establish target markets 

* Establish innovation with a support program 

* Continue to be relevant in program delivery and development 

* Continue delivering high-quality programs 

* Give talks to groups other than unemployment centres 


« Increase the number of people accessing the services 
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55 
Objectives 


+ Enhance market presence 

« Develop dialogue with target groups 

* Develop self-portrayal in accordance with the positioning 
* Develop conceptual framework 

* Develop internal and external corporate communications 


« Develop marketing communications 
Scope 


‘ + Inform and communicate company performance, processes, 
conflicts, and success 

* Develop communication abilities of managers and employees 

* Develop corporate design 

| + Establish visual criteria for corporate symbols 

+ Establish cost policies 

* Select media 


* Select distribution channels 
Measures 


« Develop communications program 

* Develop internal communications structures 

* Create management presence 

* Develop public relations 

* Develop corporate design 

« Develop information logistics 

* Optimize the design process 

* Develop advertising strategy 

+ Implement marketing strategy 

« Implement Internal / External signage 

_) + Implement the use of creative copywriting 

+ + \|mplement the use of alternative media such as the web, video and 
community announcement services 

* Select media according to their effectiveness 

* Consider cultural differences 

* Develop multilingual promotional materials 

* Consider sharing promotion expenses with other groups or institutions 


* Create a slogan to use in conjunction with the corporate identity 
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Conclusions 56 


Some of these measures are linked and they can be implemented at the same time. Throughout the implementation 
process, there must be a group of specialists from different areas such as management, communications, marketing 


and personnel management to ensure a holistic approach to the project. 


The assessment of MCC-ED clarified the agency's situation. It also established the parameters of this thesis project. 


The following chapter describes the design process for the development of MCC-ED’s visual identity. 
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Chapter4 Concept Development 


Concept Development 


At the concept stage the use of the design elements, such as symbols, logotypes and colours, can be applied to 


representative examples in various media to demonstrate that the proposals satisfy all the discussed criteria and are 


likely to achieve the selected objectives. The selected formal visual criteria for MCC-ED's visual identity was the criteria 


set out by the model for holistic corporate identity, (refer to Chapter 2) which encompasses five areas: 


Information contents Associated qualities / Practicality 
* Content psychological qualities * Spectrum of application 
* Symbol function «Image associations * Reproducibility 
+ Associations » Aesthetic quality * Consistency through 
* Relevance, modernity + Pleasantness all applications 
« Feelings conveyed 
Impact 
* Appeal Originality 
* Signal quality * Unmistakable 
- Prominence in surroundings * To the point 
* Recognition value * Unambiguous 


+ Independent of fashion trends 


Fig. 4.1 Model for Holistic Corporate Identity Development / Design Criteria 


These areas define the direction of the visual identity and set the scope for the evaluation of the design process and the 
outcome. The design process starts with the positioning of the organization against other institutions and their services. 
The purpose of this mapping is to establish a comparison between MCC-ED and those institutions to identify visual 


elements that can be used for MCC-ED’s visual identity. 


The institutions, corporations and groups chosen, were those that offer services, rather than products, to their clients. 

Since MCC-ED’s services are the ones to be promoted it was important to evaluate institutions under the same condi- 

tions. The selected institutions and their services are: 

* Churches: as providers of social service, shelter, support and charity. 

+ Banks: as providers of economic security and value. Their approach to clients is institutionalized. 

+ Companies: they provide employment; and they produce, sell and promote products or services with the purpose 
of making a profit. 

+ Training Institutes: They teach skills in a practical, hands-on manner. 

+ Universities: They teach critical thinking and theory. 

* Supermarkets: They sell products, make profits; the service is not directed towards a personal attention. 

+ Hospitals: There is a follow-up of patient's health, attention according to needs, they take care of patients. 

+ Government: It is institutionalized and has policies and regulations. 


* The family: it is a group of members with different needs where decisions are taken in group and where the members 


support each other. 
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The stronger relationships found between MCC-ED and 


the institutions selected were those related to: 


* Training institutes: since they provide their clients with 
services which include instruction in skills. 

* The family: for the importance MCC-ED assigns to 
providing clients with a friendly environment and a 
place where they feel supported. 

* Companies: since MCC-ED can make a profit only in 
order to keep on operating, and it provides employment 
to a number of people. 

* Hospitals: as MCC-ED tries to take care of its clients 
and to give them the attention they need according to 


their specific problems and needs. 


In the case of banks, supermarkets and Government, 
these institutions’ have a hierarchical structure which is 
also applied to its approach to clients. They are also im- 
personal and institutionalized which is what MCC-ED tries 
to avoid. For this reason, the perspective presented by 


these institutions was discarded. 


This comparison provided several perspectives to solve 
MCC-ED's visual identity. The identified relationships to 
communicate through the identity are: 
* Security 

+ Friendliness 

* Support 

+ Reliability 


* Care 


2 


Universities | 


Fig. 4.2 Institutions sharing dimensions with MCC-ED 
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Desirable attributes of the visual identity 


The most important implication of creating a visual identity, is outlining (or restating) the institution's identity since it is 
through its visual and non-visual forms that the identity's discourse is expressed. It is from this the importance of 
selecting the identity's attributes. 


There was a group of adjectives mentioned constantly throughout the questionnaires and interviews conducted. Those 


which were similar in meaning were grouped in one of the four main categories presented. 


These attributes define keywords for the development of the Corporate Identity image as well as for its implementation. 
Most important, they express the perception and interest of the institution and its clients when thinking of MCC-ED. 
The values behind the keywords are to be represented throughout the whole corporate identity in its visual and non- 


visual forms. 
Through the combination of these 4 attributes in the five dimensions of the corporate identity, described in Chapter 2, 
the public is going to recognize MCC-ED as an agency that cares not only for the quality of its programs but for its 


clients needs as well. 


These categories are the attributes defined for MCC-ED’s image: 


"ACCESSIBILITY 


SECURITY. 
STRENGTH 
PROTECTION 
COVER 
SUPPORT 
HELP 
COMMITMENT 


QUALITY... 
| PERFECTION 
VALUE. 

ENERGY 
PROJECTION 
ENTHUSIASM 
GROWTH 
DEVELOPMENT 
EXPANSION 
ACCOMPLISHMENT 
PERSEVERANCE 
EFFECTIVENESS 
EFFICIENCY 


FRIENDLINESS _ 
HUMAN TOUCH 
SMILE 
> WARMIH 
CONFIDENCE. 
~ PERSONAL APPROACH 
SELF-RESPECT 
ASSISTANCE 
HELP - 
“CARE 


DETERMINATION 
RESPONSIBILITY 
INTEGRITY 
UNITY 
FAITHFUL TO 
PRINCIPLES 
COMFORTABILITY 


Fig. 4.3 MCC-ED Identity Attributes 
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The Design Process 


Once the attributes were defined, it was necessary to identify their best visual representations in order to develop a 
symbol which could be meaningful for the agency. 


In order to clarify the terms used throughout this chapter, | will borrow the definitions developed by Rudolf Arnheim in his 
book Visual Thinking. Arnheim states that the terms “picture”, “symbol” and “sign” describe three functions fulfilled by 


images. A particular image may be used for each one of these functions and will often serve more than one at the same 


time. The definitions are: 


Sign: An image serves merely as a sign to the extent to which it stands for a particular content without reflecting its 
characteristics visually. In the strictest sense it is perhaps impossible for a visual thing to be nothing but a sign. 


(Examples of this are the letters of the alphabet, which when used in algebra, come close to being pure signs.) 


Pictures: Images are pictures to the extent to which they portray things located at a lower level of abstractness than 
they are themselves. They do their work by grasping and rendering some relevant qualities, shape, color, 
movement, of the objects or activities they depict. A child may capture the character of a human figure or a 


tree by a few highly abstract circles, ovals, or straight lines. 


Symbol: An image acts as a symbol to the extent to which it portrays things which are at a higher level of abstractness 
than is the symbol itself. Asymbol gives particular shape to types of things or constellations of forces. 
Any image is, of course, a particular thing, and by standing for a kind of thing it serves as a symbol e.g. if it 


presents a dog in order to show what the concept dog is. (136-137) 


With these differences in mind, | also referred to the work of Dondis A Dondis in A Primer of Visual Literacy and to the 
work developed by Pamela W. Henderson and Joseph A. Cote in Designing Positively Evaluated Logos for the pur- 


poses of developing the first visual approach for MCC-ED. 


Designing Positively Evaluated Logos examines the experimental aesthetics, gestalt psychology, graphic design, and 
logo trade literature to develop an empirical study to test design characteristics that influence a logo’s pleasingness and 


interest. 


In this study, affective reactions to a logo, including both pleasingness and interestingness, are considered critical to its 
success, Affect is thought to transfer from the logo to the product and from it to the company. 
This transfer occurs when an effectively pleasing, high quality, interesting logo causes people to infer that the product 


and company must also be of high quality and of interest. 


Twelve design characteristics were identified as likely to influence evaluations of a logo's pleasingness and interest. 


These characteristics are: 


meaning familiarity complexity roundness 
symmetry durability representativeness organicity 
cohesiveness activeness flatness horizontality 
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Through an exploratory factor analysis, these characteristics were reduced to four basic design dimensions that evoked 
positive evaluations: 


* Elaborateness (complex, active, deep) 
- Associativeness (codable, familiar) 
* Naturalness (representative, round, organic) 


+ Symmetry 


The study tries to demonstrate that to achieve positive consumer evaluation, designers should design logos that evoke 
strong associations, are somewhat elaborate, possess some sort of symmetry, and are natural. 

Since there are no empirically tested guidelines for designing logos that will be positively evaluated by consumers, 
positive affective evaluations are one of the two most highly desired characteristics of a logo, the other being recogniz- 


ability. These findings raise concerns about the quality of many logos. 


The study was unable to propose a formal theory of the relationships among these design characteristics as well as 
how they relate to affect. Although the effect of some characteristics on affect has been extensively studied, others have 


been noted only as possible influences with no theoretical development or empirical testing. 


Most of these characteristics are thought to be interrelated, although there is limited discussion of the expected nature 
of the relationships. As a result the authors were forced to develop empirical rather than theory driven guidelines for 
designing positively evaluated logos. However, these characteristics are useful since they reduce the number of vari- 


ables to consider for the design process. 
Development of the first images 


There were two main conditions that shaped the content of the first images in an attempt to evaluate the best way to 
convey MCC-ED's benefits. 


First, the responses to the first questionnaires conducted with MCC-ED's staff and clients. In these, the answers to the 
question “What do you like the most about the agency?” were: 

a) good people c) good attitude 

b) friendly environment d) accessibility and people 


People being the most mentioned element. 


Second, from the attributes to be conveyed by MCC-ED through the implementation of the whole identity process, four 
general attributes were detected: 

» Reliability + Accessibility 

* Productivity * Flexibility 


The three resulting images belong to three different levels of abstraction that influence our understanding. Adescription 


of each symbol will explain the thinking behind the design process. 
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Image RKHD 

This image belongs to a realistic level of abstraction since the elements included in it are 
identifiable by the viewer. There is a human figure wearing a safety helmet who is hold- 
ing a hook as if working on a construction site. There are also two letters E and D which 


stand for Employment Development. 


Since the emphasis for the training courses in MCC-ED are the trades, the idea of pre- 
senting a human figure in a position that could relate it to these activities seemed appro- 
priate. This idea is also noted in Arnheim's observations in the book Visual Thinking. For 
him “Specific characterization can make it easier to identify the particular kind of thing if 


it is Known to the observer’. (142) 


The attributes that were attempted to be represented through this image are: productiv- 
ity (working attitude), reliability (solid shapes, rectangular form which shows stability) 


and accessibility (open forms, blank spaces). 


Image RKIE 
This image belongs to a more abstract level than the first. It is an intermediate phase 
between the representational and the symbolic level since the elements included in it are 


identifiable, but there is also a degree of abstraction. 


It is formed by a set of four hands contained in an irregular and organic shape. The 
elements suggest movement and activity. The image tries to convey the idea of people 
helping other people, as MCC-ED does in its activities. The hands are a powerful ele- 
ment strongly associated with the idea of help, a connection shown in response to the 


early questionnaires presented to MCC-ED's clients. 


The attributes selected for the creation of this image are flexibility (irregular shapes, 
smooth curves), reliability (it is a known, codable and familiar shape; human touch is 


stressed) and accessibility (open forms, blank spaces). 


Image RKJF 

This image is purely symbolic. It was created to test the degree to which people can 
understand an abstract symbol, and how it is related to its “supposed” meaning, in this 
case an employment development agency. 

Itis a group of pointed forms in a sequential placement suggesting movement and direc- 


tion as a representation of productivity and growth. 


The attributes represented by this image are flexibility (irregular shapes, different sizes) 


and productivity (sequence of forms suggesting growth, ascending direction, order). 
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These images were developed as a first approach to the design of the image that could represent MCC-ED's visual 
identity. Once again as R. Arnheim explains: 


What makes the task of commercial trademarks designers all the more difficult is that in most cases they cannot 
make their designs self-explanatory. The taste and style of our time associates successful business with clean- 
cut, starkly reduced shape, and the disorder and rapidity of modern living calls for stimuli of split second effi- 
ciency. The problem is that a pattern of high abstractness fails to specify its referent, whereas the identification 


of a particular company, brand, institution, idea, is the purpose of advertising. (144) 


In this case, the second step in the process was the testing of the images as a means of understanding the different 
visual codes of the various groups that comprise the immigrant population in Canada, since they represent a large 
portion of MCC-ED’s target market. 

The final purpose of these symbols was to define the level of representation, abstraction or symbolism that should 
characterize the final symbol. The evaluation of the tests shed some light onto the guidelines to follow for the design of 


the final proposals. 
The testing phase 


The purpose of this study was twofold. First, to understand the similarities in the symbolic perception of images by a 


variety of immigrant populations in Canada in order to ensure effective communication with the target market. 


The second goal was to detect the level of representation, abstraction or symbolism that should characterize the final 
symbol. The testing models chosen were the Appropriateness Ranking Test and the Comprehension / Recognition Test 
implemented by R S Easterby and | R Graydon for the evaluation of public information symbols in 1980 for the ISO 


(International Standards Organization). 


The conducting of the tests followed the procedure stated by the Department of Art and Design Ethics' committee which 
sets the ethical guidelines to be observed for research involving human participants. A detailed description of the nature 
and purpose of the research as well as the tasks to be completed by the participants can be found in the Appendix 


section. The results of the tests are discussed as follows: 


Ranking and Recognition Tests / Alberta Vocational College 


Ranking Test 


Total number of subjects: 15 


The ranking test was conducted with one of the intermediate ESL groups at the Alberta Vocational College. 

Since the level of English proficiency of the participants was intermediate, many words had to be explained to them by 
the teacher. At this point some participants felt anxious. The fact that they had to write their names and sign the 
document seemed suspicious to them. | explained that it was simply a requirement of the University of Alberta. Only 


one person did not want to participate after explaining that doing so was not embarrassing or dangerous. 
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After picking up the consent forms | proceeded to pass them the envelopes with the three images proposed. One 
person wanted to know what the image meant before giving them any rank. The meaning of the images was not to be 


explained during the conducting of this test, and therefore no answer was given. 


At the end of the exercise | received some feedback from the participants. Some found that the image with the code 
RKIE was the best, since the hands represented HELP. Women in particular liked that image. On the other hand, the 


men found that the image RKJF was better, but they gave no reason for their choice. 


Recognition Test 


Total number of subjects: 21 


The recognition test was conducted with one of the advanced ESL groups at the Alberta Vocational College. The 
presentation was made following a statement read to participants. 
One of the requirements of the test was NOT to explain to the subjects the purpose of the Employment Development 


Center of the Mennonite Central Committee since it could condition the answers. 


| emphasized the kind of answers that the test required: to express the feelings or ideas each image represented to the 
participant. They had to describe these feelings / ideas in series of words, adjectives or sentences and provide at least 


three responses for each image. 


| then asked if the participants had any questions. Only one person asked why this test was conducted with them as 
participants and no one else. | replied that the Employment Development Center deals with immigrants, and therefore 
it was my purpose to test the effectiveness of the symbols among the target market. | then asked them to sign off the 
consent form where they agreed to participate in the test. After picking up the consent forms | proceeded to distribute 


the envelopes with the three images proposed. 


It took more than the 10 minutes planned to complete the test because although the participants were at an advanced 
level, their vocabulary was not extensive, and they had to make use of dictionaries to find the words that best expressed 


their feelings or ideas. 


When they finished the first part of the test, | asked them to put the images back in the envelope. The responses for 
each image are presented in the following pages. They are organized according to the series of words that each 


participant gave. In some cases there are less than three answers per image. 


: > 
OD & 


RKHD RKIE RKJF 
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Analysis of Responses from Tests 


There are attributes which MCC-ED wants to convey to its clients. Those attributes are Productivity, Accessibility, 


Reliability and Flexibility, though not all of them were represented on each image. 


75% recognition of the attributes of an image was a satisfactory response. (According to ISO technical Committee 145) 


Figure 4.4 shows the attributes represented by each image as they were expected to be recognized through the tests. 


Productivity | Accessibility | Reliability | Flexibility 


Fig. 4.4 Aitributes represented through the images 


Ranking Test 


The applicants were asked to rank the images provided as 1, 2 or 3 according to which could best represent MCC-ED's 


services. These are the results: 


Item code 1st place 2nd place 3rd place . 


Fig. 4.5 Ranking Test results 


The results from this test are not significant since there is an equal ranging given to the three images. The maximum 
number of times an image was ranked as first choice was 6 out of 15 and this is not significant enough to support any 


image to be considered as the best. 
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Some of the conditions that could explain to this phenomenon are: of 
a) After the purpose of the Employment Development Center was explained, the respondents felt that the selection of 

the image to represent it was not important. 
b)The participants considered that any image (of the three shown) could fulfil the requirements of the Employment 

Development Center. 


c) Different images appealed to different personalities equally. 


Since these results are not informative, we should turn to the results of the Recognition Test for the formulation of the 


guidelines to follow in the creation of the final symbol for the Employment Development Center. 
Recognition Test 


The data were narrowed using the same categories as in the ISO report 1979/80. With the ‘Reduced coding’ procedure 
each response is coded and the evaluation performed is based on the function and field of application of the referent 


under study. Each response is then categorised as one of the following: 


Category 99: No response, i.e. no mark in booklet 
Category 98: Don’t know, i.e. responded by indicating “Don’t know” 
Category 08: Wrong, i.e. Description of sign 


Category 09: Wrong, i.e. Opposite meaning 


If the response did not fall into any of these categories, then the procedure adopted was as follows: 
The response was considered and, taking account of the function and field of application of the referent under test, a 
judgement was made that “Given this response, is the respondent certain, almost certain, likely, marginally likely or 


unlikely to have understood the sign and to behave correctly.” 
Category codes were then assigned as follows: 


Category 01: Certain 
Category 02: Almost certain 
Category 03: Likely 

Category 04: Marginally likely 
Category 05: Unlikely 


This generated a graded series of correct responses from Certain (category 01) to Unlikely (category 05), which were 


later converted to their correspondent percentages. The classification of the responses are in the following tables. 


Corporate Identity for Non-profit Organizations / Chapter Four 


@—414 


a -_ 
. - > 
Li ot £ al io ine econ Am ghee one — 


‘ 
~~ 


— 
a ow “a 
a _ 
_ -_ ; _ - a 
a - ns 
a 
a 7 a © ca ane ater ot ce ~* 


_ 


Ae yr -, wii — a te ian dei 


rit b) we saitiall 


i 


ee 9 —- pad monet = ty ened) 
Flammanys ee 


a ° e eu re = lt 1» ome ow a ‘s 


a = tt li 


a, 


- at, 


— _ 
“_ 7 aw 


wee wer wOr tee ‘ware ii certian 


a 7 i 7 7 ) aa 
= 7 7 
: 7 a : 
ity — i@ ' = ind some 
7 . = (oii 


7 us oe 4 ue a f 


144 Ae a 


om? a 


watily 


oe 
a Wf ai wine ashes _ a hn a 


» a i 


a —_ een’ — 
Sat te a7 

. prego —_ 
chica 


mt vl ae 


i“ 


¢ cia et hte ell 
2 
- 4% ai fl 


- 
7 


wh creas 


12 am ha 
sane (as 


sap hgeiao 


Working together 

Related to work 

Education on jobs 

Hard work 

Hard working 

Hard work 

Hard work 

Construction worker 

Man in one field 

Factory worker 

Work force 

Heavy worker 

Extinguish the fire 

Fire fighter 

Wrong answer. Description of symbol 
Wrong answer. Description of symbol 
Protect disease and poverty 

To struggle 

You can learn more practice and experience 
Working hard and you can solve the problem 
Following the right direction to get the best 
No answer 

No answer 


Help 
Different cultures 


People join together 
Working together 
We'll give you a hand 
Friendship 
Friendship 
Friendship 

We can get help here 
Cooperation 

Many people 
Warning 

Peace 

Good friendship 
Flower with hands 
Four hands helping each other 
Looks like a flower 
Honest 

Need help 

To represent yourself everywhere 
Reconciliation 

No answer 

No answer 
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Symbol  _CGategory No. Answer ; ts 
os psdincas tsa 
RKJF eles No answers in this category 
’ Continuous 

No answers in this category 
Following something 
Go ahead 
Direction, arrow 
Victory 
Victory 
Spectrum (color) 
Wrong answer. Description of symbol 
Meaningless 
War 
Plenty of fish 
Turn right slowly 
Shadow 
Go to your Scott 
Vocation become more clear 
End of something 
Benefit in career 
People from different places have different thoughts 
Flying 
Doesn't mean anything 
Doesn't mean anything 
No answer 


Tabulations 
A separate tabulation is shown for the 3 images. This shows the overall percentage response rounded to the nearest 


integer value. 


Fig. 4.6 Tabulations from Recognition test responses 
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The conclusions of this evaluation are the following: rhe 
Image RKHD 

Although the image was recognised, its characteristics fail to present to the viewer its intended attributes. The position 

of the image's elements directed the meaning towards the understanding of “Hard work” and the physical activity that it 

implies. None of the attributes were identified as they were intended. The understanding of the image was too literal, 


and it did not allow for a rich mental construction. 


Image RKIE 
This image, although abstract, had a better response from the participants. Its structure allowed for a more metaphori- 
cal approach to it. The hand’s shape was the feature which provided the image’s value. It is an image understood as 


symbolizing helping was preferred by women. Its attributes have a good chance to be identified. 


Image RKJF 

It is a complex image which proved difficult to understand. It provoked negative associations among some participants. 
It is a highly abstract image that bears little or no obvious resemblance to its referent and which needs to rely on an 
explanatory context to fulfil its purpose. The responses did not mention any of the intended attributes of the image. 


The identifiable elements shared by most of the participants set the basis for the production of the following proposals. 
Development of second set of images 


The results from the recognition and ranking tests conducted on groups of immigrants at Alberta Vocational College 
provided a basis to set the guidelines for the development of the logo. 
The results showed that the hands and the human figure were elements highly recognized by people regardless of 


culture, sex or religion, and therefore they were taken as the basic shapes for developing the new images proposed. 


There were three different avenues to explore in developing the proposals: 

a) The use of hands as significant for help, work, and friendship. 

b) The use of the human figure, without specifying any activity, as representing people, 
human touch and togetherness. 


c) A typographic proposal as an alternative to the use of the elements mentioned above. 


The images followed the design characteristics mentioned by the Marketing Science Institute for the design of “posi- 


tively evaluated logos”: 


1) Elaborateness (complex, active, deep) 

2) Associativeness (codable, familiar) 

3) Symmetry 

4) Naturalness (representative, round, organic) 


To achieve positive consumer evaluation, logos should evoke strong associations, be elaborate, possess some sort of 


symmetry and be natural. 


Corporate Identity for Non-profit Organizations / Chapter Four 


~ = oni? —— ad ito ‘ em a an —a 
a a = 
= Gime wii osm) lew unre oo Oe a gna PE 


@ \seponye ee (\ grime’ =} tp ebogh-@@ 
» hed» epee ot meeret Sacaee - 
a 
eT Pa re eeaie 


a = a 
- Fae 8 On opens 


= a 
= _  ¢e—@aeas de habe i 


rp _ 
-_ - -_ = aa a 7 
Me @' canweh 4 ow @ A id _ 6 
rs — 7s - Pn ast 7 
j a 7 Le = a it we _ 
ey cee (ul 
die =! ee > > Ss 2 wv 
= - Zz 7 
co) 
> 
_ _ 
? oy 7 ee a we _ 
~ =. a a ; 
= ‘ fT] a. - “4 i edi 
a 7 a J 7 : 
e 6 — 2 8 on —_ > ae ; 


7 —— 

jisbipye =e a po oe oe a em me os wees 

7 i] _ 
7 - 


7 boqean be 
eatin pasiane 


s 
> a 
— ind i)  ———or a 


7 ————s ~¢ 


: = dei 
n _ ‘a a e rg ler wi mdetany Ge @ pasot = 


no er 


- a 7 sa pt beng = = 
7 alm ees Pa osu ayn 


; = 
- = = ee ii — Sain 
_ [a 
> ow S ponare A) os 


4 
— 


ll 


id 


a“ 


a 


Q 


mcc employment development 
startup program 


This logo emphasizes the attribute of flexibility. The shape surrounding the hands adds complexity to the image. 


The logo represents a group of hands trying to reach each other as in a gesture of help. 


Design process 


Fig 3 Fig 4 


Design Process 


The use of hands in signifying help, work, and friendship. 


Case A 


1.- Since this image had the highest degree of recogni- 
tion, it was selected to become one of the images that 
could represent MCC-ED. Some modifications from the 


original image were made. 


The first step in this process was to abstract a pair of hands. 
The image has an organic feeling due to its rounded forms, 
expressing softness. It was placed in different positions to 
find a balanced contrast that could enhance both elements. 


(Fig. 1 and 2) 


2.- Several combinations were tried to contain the image, 
some of which looked static and not adequate to convey 


the attributes chosen for MCC-ED. (Fig. 3) 


3.- The container chosen for the hand is an irregular shape 
with straight angles and a curved border which simulates 


movement. This combination hand-shaped creates an 


open image on the basis of contrast. It represents strength 


and accessibility. (Fig. 4) 


4.- The hand-shaped combination was organized in a se- 
quence, stressing the idea of movement and dynamism 


that the agency wants to convey. 


The different shades of color represent the cultural diver- 
sity found in MCC-ED and provide graphic contrast. Aserif 
and calligraphy typeface such as Palatino was chosen to 
complement the graphic. In it different shades of color are 


used to resemble those used in the image. (Fig. 5) 


Attributes represented: 


This logo emphasizes the attribute of flexibility. It belongs 
to the representative category, and the change in the shape 
surrounding the hands is more complex and active. 

Attributes such as reliability, productivity and accessibility 


are not strongly expressed. 
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mcc employment development 
youth trades program 


In this logo the attributes of accessibility and flexibility are expressed through the presentation of the hands in 
different positions, conveying as well through the different colors the idea of cultural diversity. 


Ww HG 


Fig 1 Fig 2 


Case B 
1.- The same pair of abstract hands was used. (Fig. 1) 


2.- The combination of the same shape in various posi- 


tions provided more options for its final placement. (Fig. 2) 


3.- The use of only one hand in a circular background 
provided a balanced and attractive image. The hand was 
enlarged to bleed its borders, creating a contrast that gives 


a more open feeling to the image. (Fig. 3) 


4.-The circular sign was then repeated and one positioned 
in front of the other. This provided an interesting effect but 
not attractive enough for the logo. More arrangements 


were tried. (Fig. 4) 


5 .- Finally an ascending sequence was chosen. The signs 
are placed as if the position of the hands were exploring 
the area. The direction of each one is different, providing 
attractive points of visual tension. Each sign was a as- 


signed a different color to imply differences. (Fig. 5) 
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Fig 3 Fig 4 


Attributes represented: 


In this logo the attributes of accessibility and flexibility are 
expressed through the presentation of the hands in differ- 


ent positions, conveying the idea of different approaches. 


Other subtle attributes found in the symbol are reliability 
and productivity. These result from the solid shapes and 


the ascendent position of the circles. 


Color represents variety, and the hands give a sense of 
friendliness. It is not a complex or deep symbol, but rather 
simple and easy to recognize. It is somewhat asymmet- 


ric, and it is natural (round and organic). 


The colors chosen are bright, so they can be recognized 
and perceived easily. Since the symbol is not complicated 
in its construction, the colors add interest, making it more 


dynamic. 


a - 


ay Tae al Bes Od 


; ny 
Nh 


i 
- 


| i 


ne wien > ine 
nar nari 


: ad ene a [ed oa — 
ee 7 
YA ~~ , 
7 : « or 7 i 
_ ——7 ae - 
a 7 
_ - ; 7 : a > 4 _ 
7 : nag enh es na oc oe 
~~ a ee mn in: a vpltamestite 
om ie atl = vines sciruante 1 Tage int Ae e 
— rom a eer: pean 
. 7 be prion: 
- 1 => Gaoye ot 4 Lavi aeyeriha = 
ee Sue at UA vue dm ar 
ee . reg 
= os 


wa = |) oe stmt a Ace (ewe snes 
ome a ait ae ni sabre He 
7 Ons inl ET, eniblypnin a Hil ve 
ad (ies rns ney ie a 
: .) 


sor ctnt me a a i = 


ii : 
siiaal ene 


wet 


— 


— 
= 


mcc employment development 
skills enhancement training program 


For this proposal, the most important element represented is the idea of community or togetherness. The human figures presented 


show slight variations among one another, representing the diverse and multicultural environment in which MCC-ED works. 


Design process 


R 


Fig 1 Fig 2 
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Fig 4 Fig 5 


The use of the human figure as representing people, human touch and togetherness. 


Case C 


1.- The concept represented through this image is the idea 
of togetherness. The two figures surrounded by a circle 


suggest help or support (Fig. 1) 


2.- The simplification of the human figure provides more 


ways to explore the final solution. (Fig. 2) 


3.- A view of the head and shoulders was chosen and 
combined to represent a group of people. Finally the re- 
duction of decorative elements to a minimum and the in- 
clusion of text create a cleaner-looking image. 


(Fig. 3 and 4) 


4.- The figures are placed in an oval-shaped form. (Fig. 5) 


5.- The final solution is a cleaner border that surrounds 
the three figures which have different shades to suggest 


a three-dimensional effect. (Fig. 6) 


Attributes represented: 


For this proposal, the most important element to be repre- 
sented is a community or group. The people represented 
show slight variations among them, representing the di- 
verse and multicultural environment in which MCC-ED 


works. 


Although it is a very modern logo, it fits MCC-ED’s needs 
for a new identity that represents people working in a 
friendly and relaxed environment who are willing to help 


their clients according to their needs. 
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mcc 
employment 
development 
4 startup program 


The approach presented through this logo is the human touch that MCC-ED gives through its services. It is a solid logo which 


tries to represent the stability of the agency to create confidence and reliability among the clients MCC-ED serves. 


Design process 


loyment a 
‘evelopment EL 


Fig 1 Fig 1A Fig 2 


Case D 


1.- The first attempt was through the use of typography. 
The initials E and D were placed in different positions, 


simplifying the number of elements used. (Fig. 1 + 1A) 


2.- The placement of type and image in a rectangular form 
is used to resemble MCC-ED’s storefront. It is an image 
which attempts to convey accessibility through a refer- 


ence to an open door. (Fig. 2 + 2A) 


3.- In this image the human figure is combined with rec- 


tangular shapes and typography. (Fig. 3 and 4) 


5.- Finally the image selected shows a single head placed 
on a rectangular background combined with the text. 


(Fig. 5) 
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Fig 2A Fig 3 Fig 4 


Attributes represented: 


The approach presented through this logo is the human 
touch that MCC-ED gives to its services. 

The human head represented with no expression at all is 
done to avoid the confusion that arose during the con- 
ducting of tests which showed that presenting a human 


figure in a specific activity narrows down its meaning. 


It is a modern, bold logo which tries to represent the sta- 
bility of the agency, as well as expressing confidence and 
reliability. 
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m|c|c employment development 
startup program 


This typographic solution is presented as an alternative to the logos in which symbols are involved. 


The font chosen is round, appealing to an organic representation of the agency. 
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Fig 1 Fig 2 
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Fig 3 Fig 4 


A typographic proposal as an alternative to the use of the graphic elements 


Case E 


1.- The first approach used the MCC-ED initials against a 
solid shape. (Fig. 1) 


2.-A combination of shapes and letters was another solu- 
tion. Unfortunately it was not easy to relate the activities 
of MCC-ED to the combinations. (Fig. 2) 


3.- This solution was too complicated and did not reflect 
MCC-ED's identity. (Fig. 3) 


4.- Amore conservative approach provided more possi- 


bilities, and led to the final proposal. (Fig. 4) 


5.- Asans serif typeface was chosen due to its round- 
ness and boldness, which relate to some of the attributes 


of the agency. 


The lines between the first initials intended to distinguish 
the main group (Mennonite Central Committee) from the 


Employment Development agency. 


The name of one of MCC-ED’s programs is included in 
the same typeface with a different value to stress the hier- 


archical composition. (Fig. 5) 


Attributes represented: 


This typographic solution is presented as an alternative to 
the logos in which images are involved. 

The font chosen is round, appealing to a more organic 
representation of the agency. The symbol intends to rep- 


resent the reliability of the agency. 


75 


; ' i 7 
ee eee ee 
Ce ges ows 4 7 - > wt 


Vr. rie 0M te ane to erage ml seayeton wt stator 0 yas Hon omy 
Mal Miiey hier @ veto wel wt 


oie a lahinee ns Hi reall wreseqaptee dame #000" fa 


oom 6a! cima bene @ raga nat at 
eR ee eokisbr ea ewig te 


emily Nea dtl) tmonyoigms o}afm 
GION ouiiele 


= — ap. ae = Gay @ 


em ee i i Pe ee - 7 
[: =_>eae Bs 
_ — eS 
a. a 
_— _ Oo ®  «_ 
— 7 — — ——_ 
6 (a 


yl Oe? yang hrwnyoaena : 


oo Letennisewensl need 


10 gl) Heemagysed hase 
_—— or 
rome _ 


hoswyryss! wy wings Berth (ae of epee vt a 


7. 


ore 0 yaa oll (eae 
_ 


Results 76 


These symbols were presented to MCC-ED’s staff and board. A ranking test and a recognition test were conducted to 
gain feedback from the images to represent the agency's values as seen by its members. 
Figure 4.7 shows the results. 


A strong preference for two images is shown: the image with the 3 hands and the one with the 3 people. 
Both images have the same percentage of favourable and unfavourable responses from people. 
Both could represent MCC-ED. 


Second 


IMAGES place 


KN 


mec employment development 
youth Irades program 
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mcc employment development 
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m|c|c employment development 2 2 ‘ 4 é 8 
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Fig. 4.7 Ranking test of second set of images 
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The selection of the best image to represent MCC-ED was difficult since the responses were divided almost equally. 
However, there were two ways to measure the potential of both images: On the one hand, the use of the criteria 
mentioned at the beginning of this chapter, and on the other, the criteria set by the study developed by Pamela W. 


Henderson and Joseph A. Cote in Designing Positively Evaluated Logos. 


Figure 4.8 shows the results of the analysis done using as a basis the model proposed by Henderson and Cote. 


Evaluation 


IMAGES 


Complexity 
Cohesiveness 
Representati- 
veness: 
Activeness 
Roundness 
Organicity 
Familiarity 


Positive 


Positive 


mec employment development 


mee 
employment 
development 
startup program 


Negative 
Positive 


m|c|c employment development Negative 


starlup program 


® Attribute is represented © Attribute partially represented s& Attribute not represented 


Fig. 4.8 Criteria set by the study developed by Pamela W. Henderson and Joseph A. Cote “Designing positively evaluated logos”. 


As it is seen, the evaluation shows that both the images, with 3 hands and the one with the 3 people, positively reflect 


the design characteristics needed represent MCC-ED. 


Following the criteria set in the Model for Holistic Corporate Identity development, the images are evaluated according 


to five dimensions. The results from this evaluation are presented in the following tables as positively or negatively 


representing the dimensions. 


Figure 4.9 shows the results of the 3 hands image. 


Figure 4.10 shows the results of the 3 people image. 
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mec employment development 
youth trades program 


Information contents 

Content of the image: It is an abstract image 
Symbol function: Representational 
Associations: Positive (hands, help) 
Relevance, modernity: It is a modern and 
eye-catching image 


Impact 

Appeal: It appeals to a young audience 
Signal quality: High 

Prominence in surroundings: Probable 
Recognition value: High 


Associated qualities / psychological qualities 
Image associations: hands, group of people 
Aesthetic quality: Asymmetric, bold, dynamic 
Pleasantness: Positive 

Feelings conveyed: Help, support, friendship 


Originality 

Unmistakable: No. It may be understood differently 
To the point: No. It has several associations 
Unambiguous: No. Its meaning has to be associated 
by repetition and exposure. 

Independent of fashion trends: Probable 


Practicality 

Spectrum of application: Wide range of objects 
Reproducibility: Easy to reproduce. Flexible system 
Consistency through all applications: Yes, possible 
to fulfill. 


Fig. 4.9 Design Criteria for the 3 hands image 
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mcc employment development 
skills enhancement training program 


Information contents 

Content of the image: Identifiable 

Symbol function: Representational 

Associations: Positive (people, friendship) 
Relevance, modernity: It is attractive to the viewer 


| Impact 


Appeal: It appeals to both young and 
mature audience 

Signal quality: Medium 

Prominence in surroundings: Difficult 
Recognition value: Medium 


Associated qualities / psychological qualities 
Image associations: People 

Aesthetic quality: Symmetric, abstract 
Pleasantness: Medium positive 

Feelings conveyed: Togetherness, friendship 


Originality 

Unmistakable: No. It may be understood differently 
To the point: No. It has several associations 
Unambiguous: No. Its meaning has to be associated 
by repetition and exposure. 

Independent of fashion trends: No 


Practicality 

Spectrum of application: Medium 
Reproducibility: Difficulty when reducing 
Consistency through all applications: Possible 


Fig. 4.10 Design Criteria for the 3 people image 
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As indicated by the tables, the image with the greatest possibility for success is the 3 hands since it has more positive 
values than the 3 people image. 
Problems in reproducibility and application are created by the complexity of the design in the 3 people image. 


The feelings it conveys are confusing in reductions since it becomes difficult to identify the elements. 


The 3 hands logo is bold and direct. Its recognition value is high, and its possibilities for application in a wide range of 


objects increases its possibilities for success. Its associations are frequently related to dynamism and impact. 


However, these are not the only conditions needed to make MCC-ED’s image identity successful. Constant exposure 


and repetition will be needed in the first stages of implementation, or as R Arnheim expresses: 


Trademarks and other such emblems cannot identify a particular product or producer. Identification can only be 
obtained by what the men in the trade call ‘strong penetration’, that is, insistent re-enforcement of the associa- 
tion of signifier and referent. Therefore to test the value of trademarks independently of the context that ties 
them to their owners is like evaluating a diagram on the classroom blackboard without reference to the profes- 


sor’s explanatory speech. (145) 


Once the image chosen is combined with the other 4 dimensions of the model referred to, it becomes a symbol with the 


possibility of representing the agency's attributes and values. It also has a better chance to reach its target market. 


In my opinion, the 3 hands image is the best one to represent MCC-ED. Itis a young and modern image with identifiable 
elements, which clients and funders may find easy to remember. Its characteristic of becoming a mark that could be 
referred to as “the 3 hands” increases its potential of success since it substitutes the long name of MCC-ED for a 


memorable shape which results easy to evoke and associate with the agency's function. 


The next chapter presents the implementation of the symbol in various applications. The conclusions of the design 


process involved in this project are presented in the last part of the thesis. 
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mcc employment development 
youth trades program 


Logotype 
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\ , Carlos Gasca 


ay Startup Program 
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16, 2936 Radcliffe Drive S.E 


Calgary Alberta 

Canada T2A 6M8 
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Envelopes / Business Card 
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The creation of MCC-ED’s visual identity system had to 
be flexible enough to adapt to the limited resources avail- 
able to MCC-ED. 


The proposal includes a 3 color system, that can be 
adapted to 1 or 2 colors, and that consists of the letter- 
head and second sheet, envelopes, business card and 
folder. 


The coordinated use of the stationery pieces will better 
represent MCC-ED to its clients and donors as well as it 


will give some advantage to the agency against Its com- 


petitors. 


Folders 
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Conclusions 


Conclusions 


This thesis concludes with the implementation of MCC-ED’s logotype in various applications, and a series of reflections 


about this project could be of help to people interested in corporate identity or in organizations like the MCC-ED. 


The unique conditions of this process make it difficult to generalize comments. However, it would be possible to adapt 
them to different projects under different conditions. 
When working for non-profit organizations, the design process is lengthy since many stakeholders have to approve any 


proposal made. 


For the special case of MCC-ED, the original idea was to visually unify the agency's programs. The staff was open to 


any change that the analysis generated. 


Unfortunately, it took a long time to turn the information into a brief containing a set of proposals related to the various 
dimensions of the organization. During this time, MCC-ED changed its original intentions. This affected the whole 
process because the change took place once the visual proposals were already developed. The process was also 


affected by MCC-ED not releasing information about budgets, marketing strategies and internal structure. 


At a given point the process was delayed because the staff could not make a decision about the image that could best 
represent them. There was also a lack of confidence from the Project Coordinator about making decisions regarding 


the images and their applications. 


The following are some suggestions on how to tackle similar situations: 
+ Identify from the beginning the person(s) responsible for decisions about the project and arrange a meeting with them. 
* Provide the people involved with a copy of the design strategy and the time each phase will take. 
Set deadlines for the designer and the client, so that the timeline can be realized. 
+ Ask for feedback from the people involved in written form. This will help clarify any problem that could come up. 
* Ask what the organization envisions from the new corporate identity. This will provide insight into how the organization 
perceives itself. 


+ Clarify that any change in an organization requires an open-minded attitude from everybody involved. 


The project provided me with interesting realizations that were of vital importance for my learning process: 
+ Non-profit organizations are conscious of the benefits that they can receive from a planned and designed image. 
+ These organizations have to present themselves as visually attractive as do profit organizations, due to an increasing 


competition among them to obtain funding. This is positively changing the way people perceive their activities. 


+ Marketing strategies are necessary to ensure better chances of success among non-profit organizations. A holistic 
approach to their management results in more and better benefits. 
* The scope of a Corporate Identity goes beyond the production of the visuals. It involves the whole philosophy and 


behaviour of the organization. 
- The analysis of the competition provides useful information. As a result of knowing where the organization stands 


within its class helps develop a more realistic approach to how long it will take it to reach the goals set. 
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* The value of non-profit organizations is in the services they provide, therefore the first thing to do is to assess whether 
an organization is successful in this area. 

* The process should be planned with enough flexibility to adapt to the changes that could arise. Allow enough time 
from one stage to another to accommodate major adjustments. 

+ Limited resources are always a factor when working for non-profit organizations, but this does not mean that creative 
solutions cannot be conceived. 

* When creating the applications, the final output devices and size should be considered first. This will save time and 
concentrate effort towards the use of the resources available. 

* It is important to listen to the people who are receiving the services since they provide important information on the 
organization's performance. 

* One should be sensitive to cultural issues/differences. If the design process requires questionnaires or tests of 
minority or marginal groups, in this case immigrants, the approach has to be subtle and considerate. People who are 
still trying to integrate with their new cultural environment may be afraid that they do not understand their role. 

+ Testing signs gives valuable information. What may be obvious for some, may be complicated or difficult to understand 
for others, especially when cultural differences are involved. 

* Although there are cultural differences in the understanding of symbols; however there are universal symbols that can 


be used in the design task. 


There is no guarantee that any of the images proposed as MCC-ED’s logotype will be understood 100% by MCC-ED's 
clients and staff. However, marketing strategies could help to spread its attributes and meaning through repetition. 


Repetition associates function-concept-symbol. As R Arnheim mentions in Visual Thinking: 


The specificality of an image also calls for correspondingly specific knowledge in the person who is to understand it. It 
may take a powerful and prolonged effort to endow a simple design with a particular meaning, and even the most 


determined indoctrination may not exclude unwelcome associations.(143) 
Learning from other areas of knowledge such as social sciences, psychology, marketing and advertising help nurturing 


the design process. It is my hope that this experience may be of help not only for myself but also for others working with 


the non-profit sector for the first time. Despite the difficulties, itis satisfying to help these organizations reach their goals. 
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Appendix 


Appendix | 


Letter to Alberta Vocational College 


Design Ethics Committee’s Procedures 


March 5th, 1998. 


ATTN. TEACHERS AND INSTRUCTORS 
Alberta Vocational College 

Edmonton, Alberta 

Phone: (403) 422 - 9061 

Fax: (403) 427 - 3236 


RE: EVALUATION AND RECOGNITION TESTS 
Dear Madam / Sir, 


Please allow me to introduce myself. My name is Ana Herrera and | am a Graduate Student at the Department of Art and 
Design at the University of Alberta. | am doing my Master program in the area of Visual Communication Design and at the 
moment my thesis research is under development and it is related with cross-cultural issues, marketing and visual communi- 
cation design. 


| am contacting you to ask you if it is possible for me to conduct a series of tests to immigrant people that are studying English 
at the Alberta Vocational College or any other Institution that is related to you. 

These tests consist of the evaluation and recognition of symbols. The results will allow me to develop a Corporate Identity for 
the Mennonite Central Committee-Employment Development Agency, which provides help to groups of immigrants in the 
Calgary area. 


| would need to apply 2 tests to 2 different groups of people in different sessions. Each test will not take more than |5 to 20 
minutes since there are not question based. The tests consist on the recognition and ranking of 3 different symbols that | will 
provide to the students. It is important for me to obtain feedback from the final users of the symbols that | have created, who 
in this case are immigrant people, since the results of my thesis are based in their comments and reactions. 


If it is possible, | would like to run the tests between March 30th and April 4th. Please feel free to provide me with any other 
suggestions if you consider my petition is not suitable for you. 
| would really appreciate if those who are interested in helping me could contact me before March || th at the phone/fax 
number shown below to discuss any detail that could come up. 


Thank you in advance and | look forward to hear from you soon. 


Sincerely, 


Ana Herrera 


Department of Art and Design 

3-98 Fine Arts Building 

University of Alberta 

Edmonton, AB 

WAG ACY 

Office Phone: (403) 492 - 7877 
Home Phone: (403) 439 - 0757 

Fax.: (403) 492 - 7870 

e-mail: aherrera@gpu.srv.ualberta.ca 
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Department of Art and Design 
Division of Design Studies 


ETHICS COMMITTEE 


Project: Evaluation and Recognition of Symbols 
Principal Investigator: Ana Herrera 
Starting Date: March | 5th, 1998. 


Ending Date: April 30th, 1998. 


Members of the Department of Art and Design Ethics Committee set up to review the 
above project, agree and accept on the basis of the enclosed document that the above 
project conforms to acceptable standards of procedures and aims, objectives and use. 


Prof. Jorge Frascara 
Prof. Peter Bartl 


Prof. Desmond Rochfort (Chair) 
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DEPARTMENT OF ART AND DESIGN ETHICS REVIEW 


Description of Project and Procedures 
for Observing Ethical Guidelines 


Please provide 2 copies of this document to the Chair, Ethics Committee, Department of Art and Design. 


Project Title: Evaluation and Recognition of Symbols 
Project Deadlines: 
Date by which project approval is desired: March 12 
Start Date: March |5 Ending Date: April 30 
Applicant(s): 
Principal Investigator: Ana Herrera 
University Status: Graduate Student 


University Address: Room 3-71 Fine Arts Building 
Department of Art And Design 


University Telephone: 492-7877 
If the principal investigator is a student, please provide the following information: 


If the research project is for a thesis or dissertation, has the applicant’s Supervisory 
Committee approved the project? 


Yes No 

Name of Academic Advisor (or instructor if a course project) 
Jorge Frascara 

University Address: Room 3-77A Fine Arts Building 


University Telephone: 492-5092 


Signature of Graduate Date 
Student (if applicable) 


Signature of Principal Investigator. 
In case of a graduate student, 
signature of faculty advisor. 
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Please describe the specific procedures to be used in observing ethical guidelines for research 
involving human participants. 

References to the SSHRC Guidelines for research using human subjects are cited below. Re 
searchers should also familiarize themselves with the more detailed discussion in Annex H of the 
Social Sciences and Humanities Research Council of Canada, “Research Grants: Guide for Appli 
cants’. Some granting agencies adopt SSHRC guidelines, others have different guidelines that 
researchers must follow in making grant applications. 


Statement of Research Problems and Methods: 
(Attach copies of instruments, including tests interview guides, observational forms, or sample 
items/questions. In the case of well-known instruments, names only need to be provided.) 


This study is part of the work envisaged for the design of symbols to be used to produce a 
Corporate Identity for the Mennonite Central Committee-Employment Development Agency. 


The testing and evaluation of different symbols representing the 4 representative attributes chosen for 
the design of the MCC-ED Corporate Identity is important since the users have different cultural 
backgrounds and the understanding of the symbols involved with the services that MCC-ED offers to its 
client (in this case mainly immigrant people) provides special benefit for the development of the present 
research work. 


The conception of forms representing abstract concepts such as Employment/Unemployment, may 
vary from culture to culture and calls for these series of tests. 


The performance of the participants will not be measured but their reaction to the symbols presented 
and their categorization of visual information. 


This is a specially interesting area of the visual communication design, since the production and evalua 
tion of symbols that are meaningful for the users is important.The research conducted regarding the 
Evaluation and Recognition of Symbols, could be adapted to be used by other Faculties such as Business 
and Psychology. 


Who are the participants and how will they be involved in your research? 


The participants are immigrant people who are studying English as a Second Language at the Alberta 
Vocational College and who have been required to participate in a study about the Evaluation and 
Recognition of Symbols. There will be two groups of people, and a different test will be applied to each 
one.They will be given a copy of a package containing the 3 different symbols chosen for this purpose. 
They will be asked to complete the task explained at the beginning of the presentation and after doing 
so, they will return the package to the applicant. 
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How will the nature and purpose of the research be explained to participants? 
“Certain individual or collective ‘rights’ must be maintained. These include the right to know the 


precise nature and purpose of the research, so that consent may be given or withheld advisedly...” 
(#8, p. 27) 


Testing will be conducted in the Alberta Vocational College Winnifred Stewart Campus, where 
the participants study. The teacher will be present at the time of the conduction of the test. 
Participants will be told that this is a study about the Evaluation/Recognition of the symbols 
presented to them. It will be explained that their responses and suggestions will be appreciated 
to help to improve the representation of the symbols. 

See attached for proposed information to be given to the participants about the study. 


How will informed consent of participants be obtained? 

“Informed consent should be obtained in writing. Where this is not practical, the procedures used 
in obtaining consent should be on record.” (#14, p.28) 

“Written consent should set out: a) purpose of the research, b) benefits envisaged; 

c) any incoveniences; d) tasks to be performed; e) rights of the subject, e.g.. the right to 

withdraw without penalty, the right to confidentiality of personal information; 

f) risks involved; g) the name(s) of the person(s), group(s) or institutions) eliciting or receiving 
the consent.” (#15, p.28) 

Please attached copies of all consent forms to be used. 


Informed consent will be obtained in writing. Participants will be provided with information related to 

the purpose of the research, the research benefits; the tasks to be completed; the right to withdraw from 
the study without penalty; the right of confidentiality of personal information, and the name of the person 
and institution eliciting the consent. 

Participants will be asked to sign a consent form after this explanation. 


See attached for proposed information to be given to the participants about the study. 


Are children, captive or dependent populations used? No Yes 

If so, detail how consent will be obtained. 

“Informed consent of parents or guardian and, where practical, of children should be obtained in 
research involving children...” (#12, p.28) 

“Captive and dependent populations’ are individuals or individuals or groups in a relationship 
where a power differential could operate to their disadvantage as subjects: for example, students, 
minors, prisoners, employees, military personnel, incapacitated people and the socially 
deprived...In addition to consent of the subjects themselves, informed consent of the authorities 
should be obtained...Captive subjects should always have the right and power to veto others’ 
consent. (Intro. and #33, p.29) 

Please attach copies of all consent to be used. 
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How will provision be made for exercising the right to opt out at any time? 
“Participants should understand that they may withdraw at any time, 


just as investigators may terminate their research in the interest of the subjects, the project or 
themselves.” (#1 |, p.28) 


Prior to obtaining written consent, participants will be told that they may withdraw at any time. 
See attached for proposed information to be given to each participant about the study. 


How will confidentiality and anonymity be maintained? 

“There should be a clear understanding between the investigator and subjects as to what extent 
information they divulge will be kept confidential in the original use of data and their deposit for 
future use... Unless there is an explicit statement by the researcher to the contrary, to which the 
subject agrees, personal information given by the subject will be confidential and the researcher 
will explain steps to be taken to ensure confidentiality and anonymity.” (#28, 29, p.29) 


Participants in this project will be told that no names of participants will appear in any report 
related to this project. 
See attached for proposed information to be given to each participant about the study. 


Is deception and/or risk involved in the project? No Yes 

If so, how will the interests of the subjects be protected? 

“Deception is situation in which subjects have essential information withheld 

and/or are intentionally misled about procedures and purposes...(and should only be used 
when)...a) significant advance could result;and b) no other methodology would 

suffice... Deception should never be permitted when there is risk of harm to the subject or 
when it is not possible to advise subjects subsequently as to the reasons why the deception was 
necessary.” (Intro., #18, |7, p.28) 

“The onus is on the researcher to avoid or minimize risks to subjects both in carrying out the 
research and in the publication of results... Except where there is clear foreseeable benefit to the 
participant, such as in therapeutic research, the researcher has no right to attempt to make long- 
term changes in a person’s behavior or attitudes.” (#23,21, p.28) 


Are there any other procedures relevant to your observation of the ethical guidelines that are 
not described above? If so, please describe them and discuss how you intend to ensure that no 
ethical problems develop. 
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Ranking Test 


Prepared statement to read to participants. 


Thank you for participating in this study. 


My name is Ana Herrera and | am a Graduate Student at the University of Alberta. At the moment | am 
working on my thesis research and this study will help me to continue developing my project. 


It is important to mention that you are not required to complete this study and that you may opt out at 
any time. All the information you provide will be kept confidential and no names will appear in any report 
related to this project. 


The purpose of this study is to Evaluate the proposed symbols for the Corporate Identity of the Calgary 
Employment Development Center of the Mennonite Central Committee. This test is not intended to 
measure your abilities in any way. 


This center provides people, principally immigrants, with several services. 

There are some courses created to provide training to people that have not worked in Canada 
before and that need experience in the Canadian workplace in order to get a job. 

Other courses are created for people who want to become self-employed and open a small 
business. The Employment Center helps them to develope their business plan and gives them advice 
about how to get funds, or the arrangements that a small business involves. 


After a study of the Employment Center characteristics, | have chosen to represent 4 main attributes: 
Reliability, Productivity, Accessibility and Flexibility which | have the intention to represent 
through their Corporate Identity, in this case, their logotype. 


For this purpose | will provide you with an envelope that contains the 3 different symbols proposed to be 
used as a logotype for this Employment Development Center. 


Please look at the symbols presented on each page, order the symbols as first, second or third 
beginning with the one you like best and that you think conveys better the attributes mentioned before. 
Then order the second and third options. 

Write in the space provided at the bottom of each page the number that you have given to the symbol. 
Put the symbols back in the envelope provided and return it to me. 


Do you have any questions so far? 


If you feel comfortable participating in this study and you understand the information provided, 
| would ask you to complete this consent form before doing the test. 


The results from this study will be used as an assessment for the actual implementation and design of 
the symbols for the Corporate Identity of the mentioned Employment Development Center and your 
participation will assist in pinpointing any problems that the symbols may present. 
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Recognition Test 


Prepared statement to read to participants. 


Thank you for participating in this study. 


My name is Ana Herrera and | am a Graduate Student at the University of Alberta. At the moment | am 
working on my thesis research and this study will help me to continue developing my project. 


It is important to mention that you are not required to complete this study and that you may opt out at 
any time.All the information you provide will be kept confidential and no names will appear in any report 
related to this project. 


The purpose of this study is to Evaluate the proposed symbols for the Corporate Identity of the Calgary 
Employment Development Center of the Mennonite Central Committee. This test is not intended to 
measure your abilities in any way. 


What | am interested to know is what each symbol expresses for you. 

For this purpose | will provide you with an envelope that contains the 3 different symbols 
proposed to be used for this Employment Development Center. There is also a response sheet 
that | will ask you to fill in after seeing the symbols. 


First, take only the symbols from the envelope. 

Please look at the symbols presented on each page and write in the lines 

provided at the bottom of each page what feelings or ideas each symbol represents for you. 

Describe your feelings/ideas in series of words, adjectives or sentences and provide at least 3 of them 
for each symbol. 

Once you have written your ideas about each symbol put the 3 symbols back in the envelope and take 
the response sheet. 

Fill in the response sheet that contains the three symbols and mark with a circle the 

word that expresses better what you felt about each symbol. 

Put the response sheet with the symbols and then return them in the envelope provided. 


Do you have any questions so far? 


If you feel comfortable participating in this study and you understand the information provided, 
| would ask you to complete this consent form before doing the test. 


The results from this study will be used as an assessment for the actual design and implementation of 
the symbols for the Corporate Identity of the mentioned Employment Development Center and your 
participation will assist in pinpointing any problems that the symbols may present. 
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STATEMENT PREPARED TO BE READ TO EACH PARTICIPANT 


Thank you for participating in this study. 


My name is Ana Herrera and | am a Graduate Student at the University of Alberta. At the moment | am 
working in my thesis resaearch and this study will help me to continue developing my project. 


It is important to mention that you are not required to complete this study and that you may opt out at any 
time. Al the information you provide will be kept confidential and no names will appear in any report 
related to this project. 


The purpose of this study is to evaluate/recognize the proposed symbols for the Corporate Identity of a 
Employment Development Center. 


Do you have any question so far? 


If you feel comfortable participating in this study and you have understand the information provided, | 
would like to ask you to complete this consent form. 


The results from this study will be used as an assesment for the actual implementation and design of the 
symbols for the Corporate Identity of the mentioned Employment Development Center. 
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(please print name on the line above) 


understand that my participation in this study on the Evaluation and Recognition of Symbols 
is voluntary and that | may opt out at anytime. 

The reasons for the study and tasks to be completed have been explained to me. 

| understand that the information | provide will be kept confidential, and that no names 

will appear in any report related to this project. 


| agree to follow the tasks that have been indicated to me and after doing so, | will 
return the package given to me for Evaluation/Recognition purposes. 


eee a 
Signature of Participant Date 
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Appendix Il 


MCC-ED's Organization Chart 
Questionnaires for MCC-ED’s Staff and Clients 
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QUESTIONNAIRE A 


Please answer the following questions. 
Your answers are anonymous and will be use only for research purposes. 


NAME: (optional) 


SEX: M iF AGE: 


QI!) How long have you been working at the Agency? 


Q2) What are your responsibilities? 


Q3) What do you like the most of the Agency? 


Q4) What do you think is the most representative of the Agency? (e.g. the people, the building, the courses, any other reason) 


Q5) Is the working environment of the agency friendly? 


Q6) What do you think has been the success of the Agency? 


Q7) Would you like to see any change in the Agency? Give examples and explain why 


THANK YOU FOR YOUR TIME!! HAVE A NICE DAY 
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QUESTIONNAIRE B 


Please answer the following questions. 
Your answers are anonymous and will be use only for research purposes. 


NAME: (optional) 


GRADE OF STUDIES: 


SEX: M F AGE: 


QI) How did you find out about the Agency? 
Q2) What made you chose this Agency instead of any other? 
Q3) How long have you been studying at the Agency? 


Q4) What do you like the most of the Agency? 


Q5) What do you think is the most representative of the Agency? (e.g. the people, the building, the courses, any other reason) 


Q6) Do you like the courses that you take? Why? Please Explain 


Q7) Do you understand everything that is taught in your courses? 


Q8) Do you think there could be any improvement in the way the courses are taught? How? Please Explain 


Q9) Do you feel comfortable in the classrooms? Why? Please Explain 


Q10) Would you like to see any change in the Agency? Give examples and explain why 


THANK YOU FOR YOUR TIME!! HAVE A NICE DAY 
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QUESTIONNAIRE C 


Please answer the following questions. 
Your answers are anonymous and will be use only for research purposes. 


NAME: (optional) 
GRADE OF STUDIES: 
SEX: M F AGE: 


Q1!) How long have you been working at the Agency? 


Q2) Do you have other job? Where and doing what? Please explain 


Q2) What are your responsibilities as Instructor? 


Q3) What do you like the most of the Agency? 


Q4) What do you think is the most representative of the Agency? (e.g. the people, the building, the courses, any other reason) 


Q5) Do you like your job? Why? Please explain 


Q6) Do you like the students? Why? Please explain 


Q7) Do you feel comfortable teaching or sometimes you feel unsure of what you are teaching? Why? 


Please give an example and explain 


Q ) Would you like to see any change in the Agency? Give examples and explain why 


THANK YOU FORYOURTIME!! HAVE A NICE DAY 
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Appendix Ill 


MCC-ED's Promotional Materials 
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21 Weeks of Full-Time Training 
Your Choice. of: i 
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a WoGtwokkinig / 
_ Professional Cooking 
Painting and cae Ge 


Bei 4 
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: { 


Qualifications: 4 


Re epareeeh” 


4 : 
» *Ages 18-24 * With minimum grade 11 education 


“Unemployed * Good command of the English language 


Apply Immediately !! 
Program Starts July 28,1997 


Program includes: PLEASE CONTACT: 


* Career Planning ’ 
* Life and Employment Skills aa ORM an eS ae 
es 4 tea mproymen evelop 
; Technical Training 16, 2936 Radcliffe Drive S.E. 
8 weeks of Paid Work Experience Phone: 272-9323 


PLEASE TAKE ONE! 
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Development Canada ressources humaines Canaqa 
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Appendix IV 


MCC-ED’s Competitors’ Promotional Materials 
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ACCESS TO BUSINESS OPPORTUNITIES 


presents a 


Information Workshop for 
Entrepreneurs with Disabilities 


Access to Business Opportunities is presenting a free informational 
workshop for all individuals with a disability who are interested in 
establishing their own business. The main objective for this evening is to 
discuss valuable resources that will assist you in establishing your own 
business and to give you the opportunity to begin developing a network 
base. 


JOIN US ON 


Thursday January 30, 1997 


PMR DE USNS EDS OR RIL | 


in the “Rosebud Room’ at The McDougall Centre 


which is located at 455, 6 Street S.W. 


REPO A LS eres Wau a ON 


t Altemative formats (Braille/Audio Tape/Large Print/Diskette) 


? American Sign Language Interpreters 


2 Assistive Listening Devices 


Available on request. Please indicate requirements at time of 
registration 


AE ek ge oo ee ONE Rep een PAC aes BGO ALD IN Da (yeh SVC me po eRe aNd Na yt 


To Register call Dana at 263-6880 (Voice) 
263-6811 (Fax) 263-6874 (TTY) 
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The 


E ntreprencurial i; age 


Linking service professionals with small business in success. 


Nobody Starts Out To Fail! | 
| 
| 


Sandstone Valley Ecumenical Centre 
1100 Berkshire Blvd. NW Calgary 


For booth bookings call 730-0828 


| at the 


$5) 


159 Sandstone Ad. NW 
B / Calgary, AB. T32K 2Y7 ; a ae a 


Seminary 
| Do You 
Own a Small Business? 
Or Are You 
starting A Small Business? 
Trade Shows 
| 
: | 
i H 
| Let The i 
| Small Busi 
Matlings 
2 | Development | 
be 
| Trade Show | 
Newsletters | Provide you with Information and Opportunities 
| : 
| You owe it to your success to arm yourself with the proper information 
| you require to succeed in business. 
i This trade show will give you a unique opportunity to interact 
with professionals interested in helping you get started and succeed. | 
| | 
Fax 730-5027 
pe. 730-0828 Saturday, September 27, 1997 | 
j | 10 am —6 pm | 
| 
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CONTINUING 
EDUCATION 


Southern Alberta Institute of Technology 
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contains valuable 


information about today’s 
United Way and the 
United Way of Giving. 
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